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‘Protopectins’ to Bow in Sunkist Growers’ 
1952 Valencia Orange Drive Using No Color 


Los ANGELES, May 13—Sunkist 
Growers hopes to add a new four- 
Syllable word to the vocabulary 
of food advertising through its °52 
campaign for Valencia oranges. 

“Protopectins,” Sunkist ads will 
Say, are “the native form of pectin 
in the natural fruit, as distin- 
guished from it when isolated as 
a chemical entity.” 

This educational theme is des- 
cribed by Ad Manager Russell Eller 
as “ranking in importance with 
the introduction of vitamin C ad- 
vertising in the 1920’s which gave 
such a great impetus to orange 
juice consumption.” It will be used 
in a heavy Sunkist campaign start- 
ing next week. 


® For the first time since 1916, 
Sunkist general magazine ads will 
not be in color. B&w space will be 
used for two reasons: It is be- 
lieved to be more appropriate for 
the professional and _ scientific 
manner in which protopectins are 
introduced and explained, and the 
savings effected will be used to 
buy greater circulation, via more 
insertions, than in last year’s Va- 
lencia campaign. 

Weekly magazines will replace 
the women’s service magazines 
used in past years. Collier's, Life, 


Look and The Saturday Evening 
Post will each run six full pages 
between May and September. To 
gain impact, the first four inser- 
tions will be scheduled every other 
week. 

Parents’ Magazine and Today’s 
Woman will each get page inser- 
tions at the rate of one a month. 


® Eighteen medical, nutritional, 
nursing, dental and home eco- 
nomics journals will carry one and 
two-page insertions, mostly in 
June. The first ad of this series 
will appear in the Journal of the 
American Medical Assn. Physi- 
cians, dentists, dieticians and 
nurses will get a series of direct 
mail pieces to supplement this 
phase of the campaign. 


Newspapers will carry a series) 


of 52” ads. These will run in 108 


papers in the 67 largest markets. | 


Insertion dates will be governed 
by market conditions. Present 
plans call for at least two inten- 
sive sales drives in newspapers. At 
the local level, Sunkist’s 40 dealer 
service men will merchandise the 
drives to the trade. 


Some time in June, a secondary 


campaign will run in The Ameri- 
can Weekly and Parade. This will 
(Continued on Page 4) 


Do More Advertising, 
NNPA Members Told 


Try Harder to Get Nationa 


| Accounts, Wyman Says; 


Ogilvy Blasts Trade Press Copy; Taubkin Elected 


LOUISVILLE, May 14—Newspa- 
pers and newspaper promotion 
men were urged to devote greater 
attention to promoting national 
advertising at the annual meeting 
of National Newspaper Promo- 
tion Assn. which ended here to- 
day. 

Herbert G. Wyman, v.p. and ad- 
vertising director, Pittsburgh Post- 
Gazette, and president of the 
Newspaper Advertising Executives 
Assn., told the group that newspa- 
per revenues must be increased 
because of rising costs. 

With costs rising faster than 
sales, he urged newspapers and 
their promotion departments to 
ease up on “public relations” ac- 
tivities and to do more on adver- 
tising. “Newspapers need more 
revenue in classified and in retail. 
But the biggest challenge and the 
biggest opportunity exist in na- 
tional,” he said. “National volume 
has grown enormously, but news- 
papers’ share has dropped from 
37% in 1939 to about 30% today. 


s “If we had maintained our 1939 
share of this larger volume, news- 
papers would have carried $119,- 
000,000 more in national advertis- 
ing last year,” Mr. Wyman said. 
Urging a more realistic ap- 
proach to current problems and 
greater cooperation, Mr. Wyman 
said: “I’m getting damn fed up 
with ‘we’re making great progress’ 
reports at conventions. Actually, 
I think we're not doing so wonder- 


fully.” 

Newspapers have the product 
and the power to sell it, he said, 
if only they examine their status 
realistically and develop effective 
cooperative teamwork. The most 
important single step the medium 
has taken this year, he asserted, 
is the formation of the Newspaper 
Action Committee, in which the as- 
sociations of newspaper advertis- 
ing executives, promotion man- 
agers, newspaper representatives 
and classified managers have 


Arid Pattee Jawouncewewl 


Important New 
Health Factor Found 
in Fresh Oranges 


PROTOPECTINS—That’s what Sunkist Inc. 

promotes for its fresh oranges in this 

magazine copy prepared by Foote, Cone 
& Belding. 


Supermarket 
Firing Line 
Communique 


OPERATION CHECKOUT 
May 12: Memo from Super Mar- 
ket Institute meeting, Cleveland. 
Your AA correspondent among 
the first to surge through cut-rib- 


|bon, down main staircase to Ex- 


banded together to form a joint) 


program of action. 


® Henry Slamin, George McDevitt 
Co., who is president of the Amer- 
ican Assn. of Newspaper Represen- 
tatives, reiterated Mr. Wyman’s 
plea tor greater activity on the 
part of all segments of the news- 
paper business, particularly in pro- 
moting national advertising at the 
local level. He reviewed some of 
the activities of his organization in 
developing presentations and other 
sales material, and urged the pro- 
motion men to act as the creative 
center of the united movement. 
Much the same story was told 
by John Blough, promotion direc- 
tor, Bureau of Advertising. Point- 
ing out that, while national hit a 
new high in newspapers last year, 
the medium’s percentage of the 
total is still declining, Mr. Blough 
placed much of the blame on deal- 
(Continued on Page 77) 


hibition Floor; movie cameras and 
lights. Waved at camera. Smiled. 
Aisles crowded by end of first 
hour. Got teeny box of Sun Maid 
raisins, Box contained 41 raisins. 
Got teeny sample of salt, chocolate 
bar, beer, can of soup. Got curved 
metal ruler (12” long). Got little 
packet of four cigarets, Got steak 
sandwich. Got coffee. Got root 


beer. Got chocolate mints. ALL 
FREE. Went upstairs and got 
Bromo-Seltzer for my stomach. 


Cost 15¢. Worth it. 


@ Many young girls at various 
booths. Counted one Indian 
(Continued on Page 8) 


FTC Orders Book Club 
to Stop ‘Free’ Offers 


Renegotiation Board 
to Give Advertising 
Better Treatment 


WASHINGTON, May 16—Com- 
panies which risk their competi- 
tive positions in civilian goods 
markets in order to take defense 
business are entitled to more gentle 
treatment during renegotiation, the 
Renegotiation Board reminded its 
staff this week. 

The board’s “Renegotiation Staff 
Bulletin No. 1,” devoted entirely 
to the treatment of advertising, 
says advertising costs are to be ac- 
cepted as a factor in renegotiation 
if a firm’s competitors are produc- 
ing products which fill the same 
need as those ordinarily produced 
by the defense contractor. 


@ Advertising is usually not an ad- 
missable item in the negotiation 
of price for defense items, or in the 
post mortem to recover “excessive” 
profit. 

Rules of the Renegotiation Board 
say, however, that advertising can 
be considered in renegotiation “in 
cases in which it can be demon- 
strated that a prime contractor or 
subcontractor engaged in renego-| 
tiable business to the detriment of 
its normal commercial business, 
and thereby risked the loss of its| 
competitive position in the indus- 
try concerned.” 

The ruling is important, since | 
the recognition of advertising dur- 
ing renegotiation reduces the 
amount which can be recaptured 
by the government. 

The board’s rules explain that 
the amount of advertising consid- 
ered during renegotiation is to be} 
allocated between commercial and | 
defense business, with the gov- | 

(Continued on Page 81) 


Last Minute News Flashes 


Blair Disputes Accuracy of Hooper Figures 

New York, May 16—John Blair & Co., station representative, and 
C. E. Hooper Inc. became embroiled today in a dispute over the ac- 
curacy of Hooper's figures on radio audience size. The Blair company 
released results of a study designed to show Hooper is underestimating 
the radio audience by having telephone interviewers include radio and 
television in their opening question. Hooper immediately replied that 
the study proved nothing and confused radio listening with tuning. 


Servel Switches from R&R to Hicks & Greist 
INDIANAPOLIS, May 16—Servel Inc. has appointed Hicks & Greist, 
New York, to handle advertising of its refrigerators, water heaters 
and air conditioners, replacing Ruthrauff & Ryan. R&R has had the 
account since last September (Batten, Barton, Durstine & Osborn had 
it previously) but did not start running ads until this February. The 


appointment is effective Sept. 1. 


James Mead Pens Terse 
Essay on False Claim; 
Lowell Mason Dissents 


WASHINGTON, May 16—The Fed- 
eral Trade Commission today or- 
dered the Book-of-the-Month Club 
to stop using the word “free” in 
its ads, thereby touching off what 
may become the most controversial 
“false advertising” case in history. 

According to FTC, there is noth- 
ing “free” about the book which 
the club sends its new members, 
since enrollees are required to 
agree to buy four books during the 
next 12 months. 

The order itself follows a well 
established line of FTC cases for- 
bidding use of “free” to describe a 
deal unless the merchandise is a 
gift or gratuity given without 
charge, cost or condition. 


= But the Book-of-the-Month case 
included an opinion by FTC Chair- 
man James M. Mead which is sure 
to keep the advertising world talk- 
ing for some time to come. 
According to Chairman Mead, 
the club’s use of “free” to describe 
a conditional offer would be illegal 
even if no one were deceived. 
“The word ‘free’ as used by the 
respondent makes a single repre- 


| sentation and, being untrue, cannot 


be qualified; it can only be contra- 
dicted. A statement in an adver- 


| tisement which is totally false can- 
| not be qualified or modified.” 


Chairman Mead continued: “If 
it is false, it is unfair, and if it 


‘is unfair, it violates the Federal 
| Trade Commission Act regardless 
|of whether actual injury or decep- 


tion may be involved.” 


® Here are some of the quotes 
from his opinion which will be 


| puzzling admen for a good deal of 
| time to come: 


“The argument that the respond- 
ent’s advertisements lack both the 
tendency and capacity to deceive 


| loses sight of or completely ignores 


Holmes and Wholley Join Kenyon & Eckhardt 


New York, May 16—Wendell Holmes and Harry E. Wholley have 
joined Kenyon & Eckhardt in executive capacities. A creative, account 
and contact man with D. P. Brother & Co. for 13 years, Mr. Holmes has 
been named copy chief of the Detroit office. Mr. Wholley, previously 
an account executive with Ted Bates & Co., joined the K&E New York 


office in the same capacity. 


St. Regis and Albert Frank Agency Separate 
New York, May 16—St. Regis Paper Co. and its agency, Albert 
Frank-Guenther Law, have parted company by mutual agreement, ef- 
fective May 31. St. Regis is expected to name its new agency next week. 
(Additional News Flashes on Page 81) 


(Continued on Page 80) 


Liberty Closes Shop; 
McLendon Sails into 
‘Baseball Monopoly’ 


Cuicaco, May 16—Liberty Broad- 
casting System folded its opera- 
tions at 10:45 last night. 

In a broadcast over his network, 
President Gordon McLendon 
charged the major league base- 
ball clubs with the blame for the 
closing. 

He claimed that Liberty has 
been trying to bring the public 


|the “game of the night” in major 


league ball but that the stations 
have been prevented from carry- 
ing these games “by illegal agree- 
ments within baseball.” 

“For the coming season,” he 
said, “only a pitifully inadequate 
list of afternoon games has been 
authorized by the conspiring dic- 
tators of baseball. Those clubs 
which have arrogantly declared 

(Continued on Page 81) 
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Aim Advertising Against Socialist System, 


Members of Public Utilities Ad Group Told 


MINNEAPOLIS, May 14—Only a 
competitive economy operating un- 
der the profit motive needs ad- 
vertising, George M. Gadsby, pres- 
ident of Utah Power & Light Co., 
told the Public Utilities Adver- 
tising Assn. convention here last 
week. 

The speaker, who is also presi- 
dent of the Edison Electric Insti- 
tute, advised the advertising men 
that the master state, operating as 
a monopoly, has no need to adver- 
tise. Advertising would be among 
the first to feel a dictator's ax, he 
said. 

“The path to the house of the 
mousetrap maker is paved with 
grants-in-aid, subsidies, price con- 
trol, tax favoritism, free spending 
and a politically directed econ- 
omy,” he said. “The trap is sprung 
when a free people enter the house 
of the maker. From then on he 
does not need to advertise.” 


@ Mr. Gadsby declared that the 
“regeneration of individual respon- 
sibility” and the “plain guts to say 
‘no’ to local federal expenditures” 
are functions of morality which 
advertising and publicity alone can 
emphasize. 


: He called on the advertising men 
‘y use their abilities to help the 


»ple realize the implications of 
@ national socialist power system. 
A. S. King, executive v.p. of the 


“Mstitute, urged the group to avoid 


Scrusading in generalities regard- 

Iss of the temptation to do so. 

* “The utility companies’ voice in 

a crusade against socialism as a 

principle would be a small voice 
ying in the wilderness and would 
ve little effect,” he said. 
Mr. King suggested that the in- 
stry use its advertising to cor- 
*t misunderstandings about the 
siness. He noted that a field of 
ility advertising hardly touched 
that of picturing for the public 
e amazing future that the indus- 


ARLENE Dam P 
“1 love to see @ man smoke @ Cigarillo” 


we 45 
\ Robt. Burns ; 


youlles 
vo we wer © 0908, Gaanh (ve oor rae Grapnien j 
THAT'S LIFE—This joint testimonial for 
General Cigar’s Cigarillos in Life, May 12, 
got a double toke from readers since 
the day before Life hit the newsstands, 
it was announced that Arlene Dahl and 
her husband Lex “Tarzan” Barker are 

planning divorce. 


| try has in store for the people. 


® “Through all of our public re- 
lations and advertising work we 
should make it our special aim to 
humanize our business,” he said. 

The advertising men adopted a 
resolution condemning attempts to 
“federalize” the electric power 
business and offering as indivi- 
duals to publicize “the truth about 
the threats of federal encroach- 
ment,” especially in connection 
with the Niagara River. 

Paul L. Penfield, advertising 
manager of the Detroit Edison Co., 
was elected president of the as- 
sociation. Other officers named 
are: Walter G. Heren, St. Louis, 
Ist v.p.; C. Fred Westin, Newark, 
2nd v.p.; Charles D. Lyon, Hagers- 
town, Md., 3rd v.p.; George Hanel, 
Waterbury, Conn., secretary, and 
Mead Schenck, Dubuque, Ia., treas- 
urer. 


Jordan Blasts NCAA's Report on TV 


BOWLING GREEN, Pa., May 13— 

e “real facts” in the National 

llegiate Athletic Assn.’s televi- 
Ma research don’t support the 

aim that TV hurts college football 
attendance badly, according to Lt. 
Jerry Jordan. 

Lt. Jordan made this statement 
in answering charges 
A. Hall, chairman of the NCAA 
television committee, in which Mr 
Hall said the NCAA report was a 
“complete refutation of his [Jor- 
dan’s] work and the stand taken 
by Pennsylvania and Notre Dame.” 

(Before entering the Army, Jer- 
ry Jordan made several studies of 
TV's effect on sports attendance.) 


® “The most important fact proved 
by the NCAA survey was omitted 
from the publicity release,” Lt 
Jordan said. “This was the admis- 
sion in the research report that 
colleges in TV areas ‘reported only 
a moderate loss of 4% from their 
1950 levels, compared to a more 
serious 10% decline for colleges 
with no TV competition.’ 

“These figures support the nov- 
elty theory of TV's effect,” he as- 
serted. “As length of ownership in- 
creases, attendance recovers from 
the initial TV hurt, and television 
begins to help build new fans. That 
may be why college football at- 
tendance has not dropped more as 
a result of a 15% decline in male 
students.” 

College football and other sports 
have a great opportunity for in- 
creased attendance, he added, 
quoting NCAA statistics showing 
that 45% of men and 66% of wo- 
men have never attended a college 
football game. 


@ “Any curtailment of the publicity 


of Robert. 


afforded by newspapers, radio or 
television will tend to prevent that 
group from becoming interested,” 
he predicted. 

In supporting his contention, Lt. 
Jordan pointed to Pittsburgh as 
an object lesson for sports promo- 
ters 

“There is less televising of ath- 
letic events in Pittsburgh than in 
any other city with big league 
sports,” he said. “The NCAA re- 
port shows the result. Attendance 
among the younger age group of 
TV set owners (under 40) is signif- 
icantly lower than among non- 
owners. 

“This condition is not true in 
Boston, where sports events have 
been more frequently televised. Al- 
so, there is an indication that at- 
tendance is increasing with the 
length of TV ownership in Boston, 
while it is decreasing in Pittsburgh 
These figures suggest that the con- 
tinuation of a TV ban may back- 
fire.” 


@ Lt. Jordan suggested that col- 
leges heed that section of the re- 
port dealing with the public’s at- 
titude toward the NCAA plan, 
which said that “the majority of 
those who held opinions about it 
were unfavorable.” 

The NCAA report also shows 
that the largest attendance decline, 
by far, in 1951 occured in the 
Mountain District, one of two 
NCAA districts with practically no 
TV, he pointed out. 

“In six of the seven NCAA dis- 
tricts where comparisons are pos- 
sible, the colleges with no TV com- 
petition fared worse than those 
with TV competition, in 1951 at- 
tendance compared with 1950,” he 
concluded. 


Elect New Officers 
on ‘Times-Picayune’; 
Nicholson Chairman 


New Orveans, May 13—Leonard 
K. Nicholson, president of Times- 
Picayune Publishing Co. and editor 
of the Times-Picayune, was elected 
chairman of the board and pub- 
lisher at a meeting of the board of 
directors. 

The company publishes the mor- 
ning Times-Picayune and after- 
noon New Orleans States. 

John Francis Tims, formerly ex- | 
ecutive v.p. and general manager, 
was elected to succeed Mr. Nichol- | 


|son as president. 


George W. Healy Jr., formerly 
managing editor, was assigned the 
post of editor of the morning pa- 
per. | 

| 
® After the meeting, Mr. Nicholson 
announced that William H. Fitz-~- 
patrick had submitted his resig- 
nation several weeks ago as editor 
of the New Orleans States, effec- | 
tive June 15, to accept a position | 
as associate editor of the Wall 
Street Journal. 
Carl McArn Corbin of the States 


editorial staff will succeed Mr. 
Fitzpatrick as editor. 
Mat Gray, associate editor of 


the Times-Picayune and its pre- 
decessor, the Times-Democrat, for 
46 years, will retire. He will con- | 
tinue, however, as a staff adviser | 
and consultant. 

Harold P. McCall, who has been 
principal assistant to Mr. Gray, 
will become associate editor of | 
the morning paper. 


® Mr. Nicholson will—in stepping 
up to the position of board chair- 
man and publisher—continue ser- 
vice to the paper started almost 
50 years ago, including 34 years 
as president. 

In 1914, with the late Alvin P. 
Howard, he arranged the merger 
which established the old Times- 
Democrat and Daily Picayune as 
the Times-Picayune. He served on 
the board of the Associated Press 
for 18 years. 

Mr. Tims, like Mr. Nicholson, is 
a native of New Orleans. He joined 
the Daily Picayune staff 42 years 
ago as an office boy. He later was 
an advertising solicitor and in 1949 
became Times-Picayune advertis- 
ing manager. In 1922 he was ap- 
pointed business manager and 
subsequently named general man- 
ager. He has served also as a di- 
rector of the Southern Newspaper 
Publishers Assn. 


@ Mr. Healy began newspaper} 
work as a carrier for the Demo-| 
crat, Natchez, Miss., his native city. | 
He was a reporter for the Knor- 
ville Sentinel before coming to the | 
New Orleans paper in 1926. | 

He has been successively re- 
porter, assistant city editor, city | 
editor and managing editor, as well | 
as treasurer and v. p. of the pub-| 
lishing company. He was presi- | 
dent of the Associated Press Man- 
aging Editors Assn. in 1943-46 and 
of Sigma Delta Chi, national pro- 
fessional journalism fraternity, in 
1947. He is a director of the Amer- | 
ican Society of Newspaper Editors. | 


Two Name R. W. Goff Inc. 


Richardson Inc., Providence, 
R. 1, manufacturer of steering 
equipment for yachts, and Thurs- 
ton Sails Inc., Warren, R. lL, 
maker of yacht sails, have ap- 
pointed R. W. Goff Inc., Provi- 
dence, to handle their advertising. 
Both accounts will use national 
yachting publications. 


Eversharp Names Emerson 

Eversharp Inc., Chicago, has ap- 
pointed Thomas Emerson general 
manager of the writing instrument 
division. Mr. Emerson has held 
executive positions in the writing 
industry for many years. He was 
v.p. in charge of sales for Ever- 
sharp from 1936 to 1948. 


Energetic Nance 
Quits Hotpoint, 
Heads Packard 


Cuicaco, May 13—James J. 
Nance, the man who in five years 
guided Hotpoint Inc. from ninth 
to third place in the electric appli- 
ance industry, has resigned as 
president. 

Mr. Nance has been elected pres- 
ident and general manager of! 
Packard Motor Car Co., Detroit. 
succeeding Hugh J. Ferry, now 
chairman of the Packard board. 

Hotpoint, a General Electric af- 
filiate, has elected Jolin C. Sharp, | 
formerly v.p. and chief engineer, to 
replace Mr. Nance. 


® The new Packard executive, who 
is 51, launched his business career | 
in the sales department of Nation- 
al Cash Register Co. in 1923. After 
four years there, he moved to the! 
Frigidaire division of General Mo- | 
tors Corp. where he became man- 
ager of the commercial department. 
He left that job in 1941. | 

During the war, Mr. Nance was! 
v.p. in charge of sales for Easy | 


Washing Machine Corp. for a brief | 


| 
| 
| 
| 


John C. Sharp James J. Nance 


time and then joined Zenith Radio 
Corp. where he was v.p. in charge 
of war contracts. Under Charles E. 
Wilson, Mr. Nance was a member 
of the advisory committee to in- 
dustry, War Production Board, in 
Washington before joining General 
Electric in 1946. 


# Elected Hotpoint president in 
1947, he directed a large program 
of expansion for the company in 
postwar years. He also has super- 
vised the establishment of two 
large aircraft engine facilities at 
Hotpoint since the start of the Ko- 
rean war. The company whose 
operations he is now to direct is 
one of the nation’s prime contrac- 
tors for jet and marine diesel en- 
gines under the defense program. 
His successor at Hotpoint has 
been with the company for 23 
years, most recently in charge of 
engineering. Mr. Sharp attended 
the U.S. Naval Academy and was 
graduated from Ohio State Univer- 
sity before starting his business 
career in sales engineering for 
Standard Oil Co. in Chicago. 


s Mr. Sharp, who was also elected 
a director of the GE affiliate, has 
earned national recognition for his 
work in the field of high frequency 
heating and also for appliance de- 
sign. 

The new Packard board chair- 
man, Hugh Ferry, has been with 
the automobile maker for 42 years, 
starting as a cost accountant. His 
new post has been vacant since) 
1948 when the late Alvan Macauley | 
resigned. | 

Henry C. Bogle, Packard's gen-| 
eral counsel, resigned from the 
company’s board to provide room 
for Mr. Nance on the eight-man 
directorate specified by Packard 
by-laws. 


# Another top-level change took 
place at Hotpoint this week when 
E. R. Taylor, v.p. in charge of mar- 
keting, resigned. He has assumed 
new duties as assistant to Paul 
Galvin, president of Motorola Inc. 
No successor has been named as 
yet. 
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KINSEY SWING—iloyd, Chester & Dilling- 

ham, New York, created this ad for a 

new newspaper campaign for Kinsey Dis- 

tilling Corp., Linfield, Pa. The series is 

described as a “complete departure” from 
previous Kinsey ads. 


Patrick Monaghan, manager of 
public relations at Hotpoint, will 
accompany Mr. Nance to Packard, 
in the capacity of an assistant. Hot- 
point told AA that “a replacement 
is under consideration” for Mr. 
Monaghan’s position. 


Bronson Named by 
NARTB to Direct 
TV Code Affairs 


WASHINGTON, May 15—Edward 
H. Bronson was named today as 
director of television code affairs 
for the National Assn. of Radio 


| and Television Broadcasters. 


His primary job will be “liaison 
executive on code matters with the 
general public and interested or- 
ganizations,” NARTB said. 

He comes to NARTB from 
WBNS-TV, Columbus, where he 
has been station director since the 
station went on the air in the fall 
of 1949. 

A graduate of Ohio State Uni- 
versity, where he studied journal- 
ism, Mr. Bronson entered radio in 
1936 as continuity manager and 
subsequently assistant general 
manager of WCOL, Columbus. 

During World War II, he served 
in the office of censorship in 
Washington. In the office of cen- 
sorship he was associated with 
John E. Fetzer, who is now chair- 
man of the TV code review board. 


FTC Checks Zonite, 
Erwin, Wasey & Co. 
on Toothpaste Ads 


WASHINGTON, May 15—The Fed- 
eral Trade Commission today 
ordered Zonite Products Corp. and 
Erwin, Wasey & Co., New York, to 
stop using ads which suggest that 
Forhan’s toothpaste will prevent 
gingivitis or pyorrhea. 

The commission said the tooth- 
paste “contains nothing the appli- 
cation of which is of therapeutic 
value in the prevention or cure of 
any disease or disorder of the teeth 
or gums. Its sole value is as a 
cleansing agent.” The commission 
said Erwin, Wasey & Co. was 
covered by the order because it 
participated in the preparation and 
dissemination of the prohibited 
ads. 


Bangor Mills to Reimers 

Bangor Mills Ine., New York, 
has appointed Carl Reimers Co., 
New York, to direct its advertising. 
A trade campaign is planned to 
acquaint retail buyers with ad- 
vantages of Bangor Mills nylon 
tricot. A consumer campaign in 
women’s magazines and newspa- 
per magazine sections also is con- 
templated. 


Silt-Skin to Philip Ross Co. 

Silf-Skin Inc., maker of girdles, 
has appointed Philip I. Ross Co., 
New York, to direct its advertising. 
Magazines, newspapers, trade pub- 
— and dealer helps will be 
used. 
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Women’s Adclub of 
St. Louis Presents 
Erma Proetz Awards 


St. Louis, May 14—Fourteen 
U.S. and Canadian adwomen last 
night received the 1952 Erma 
Proetz awards for outstanding cre- 
ative work. 

The awards, given annually by | 
the Women’s Advertising Club of 
St. Louis, were presented at a din- 
ner held in conjunction with the | 
St. Louis Exhibit of Advertising. 

Prizes of $100 and an inscribed | 
plaque went to the following first | 
award winners: 

ART & LAYOUT: Mrs. Margaret | 
MacGowan, fashion artist, Henry | 
Morgan & Co., Montreal, for fash-| 
ion advertising art and layout for 
newspapers. 

COry: Bertha J. Halpern, copy- 
writer, Stix, Baer & Fuller depart- 
ment store, St. Louis, for institu- 
tional and fashion copy. 

RADIO: Mrs. Phyllis Edmonds, 
v.p., Home Federal Savings & Loan 
Assn., Tulsa. 


® A newly established television 
award, given in memory of Erma 
Proetz by George M. Burbach of 
St. Louis, went to Bonnie Dowes 
of D’Arcy Advertising Co. for her 
work on the Laclede Gas Co. TV 
show. 

Special honorable mention 
awards were given to the follow- 
ing: 

Sheila Gravelle, copywriter for 
Benjamin Eshleman Co., Philadel- 
phia; Edith Raye Tolton, copywrit- 
er for Hugo Wagenseil & Associ- 
ates, Dayton, and Elsa Kula, Chi- 
cago free lance artist and designer. 

Honorable mentions in the art 
division went to Mrs. Helen 
Schaumburg, assistant art director, 
Stix, Baer & Fuller; Margot Mal- 
lary, ad manager, Cole of Califor- 
nia Inec.; Vin Lindhe, free lance 
script writer from Dallas; Helen A. 
Krupka, scenario supervisor for 
Sarra Inc., Chicago; Helen Sugg, 
copywriter, Gardner Advertising 
Co.; Nella D. Mook, copywriter, 
Don Kemper Co., Dayton, and 
Marian D. Crutcher, copywriter, 
Geoffrey Wade Advertising, Chi- 
cago. 


Carpet Makers Lower Prices 


Bigelow-Sanford Carpet Co., 
New York, has cut prices on most 
of its carpet lines an average of 
742% to “meet a competitive situ- 
ation.” The reductions range up to 

0%. At the same time, A. & M 
Karagheusian Inc., New York 
maker of Gulistan carpets, an- 
nounced it is reducing prices 5 to 
10% on its carpets. 


Wright Adds Account 

Wright Advertising, Pittsford, 
N. Y., has been appointed to direct 
advertising for Fruit Belt Pre- 
serving Co., E. Williamson, N. Y. 
Previously, the account was han- 
dled by H. B. LeQuatte Inc., New 
York. 


Bt EOF om on Cnived> Mate Lime Airway 


UNITED FRONT—Newsweek, The Satur- 
day Evening Post, Time and U. S. News 
& World Report are scheduled for this 
United Airlines color page this month. 
Copy points out that at 5:59 each day 
United carries 2,000 passengers and 
100,000 Ibs. of cargo. N. W. Ayer & Son 
is the airline's agency. 


SPIEGEL vere zn Oz: 


CROSLEY FREEZER 
PLUS 330 LBS. OF MEAT 


Sy aT 


—— 2 ae 


FROM WEST COAST TO CHICAGO—There’s never a dull day in freezer-food pro- 
motions. The full-page ad on the left ran in the Chicago Tribune and used a de- 
ti It offered the new Crosley plon (see story on Page 50) 


and —s ad 


of credit restrictions. The plan is limited to meat 


and is offered aecnall Spiegel furniture stores. Gough Industries, Southern California 
distributor for International Harvester, placed the ad on the right in the Los Angeles 
Times. It will run in nine other California cities, directing consumers to neighborhood 
dealers who are offering food plans. A measuring pitcher is offered as a premium. 


Freezer Food Plan 
Tie-in Drive Set 
by IH Distributor 


Los ANGELES, May 14—Gough 
Industries, distributor for Interna- 
tional Harvester freezers and re- 
frigerators in Southern California, 
has begun a 10-city newspaper 
campaign to aid its dealers in cap- 
italizing on the success of freezer- 
food plans. 

The drive is designed to channel 
freezer sales to appliance dealers 
who have been largely bypassed 
by the area’s many plans, Each ad 
lists local dealers under the head- 
ing, “Your Naborhood Food Plan 
Dealers.” 

No one food plan is involved. 
Each dealer is expected to make 
his own tie-up with a food market, 
locker plant or any established 
plan. 


In practice, the freezer purchas- 
er will get from the dealer an in- 
troductory card to one or several 
plans. The rest is up to him and the 
food plan operator. The dealer’s 
part is restricted to sale of the 
freezer. 


s The campaign is set for four 
weeks on a one-insertion-per-week 
basis. One newspaper will be used 
in each of the following areas: Los 
Angeles, San Diego, Bakersfield, 
San Fernando Valley, Ventura, 
Long Beach, Santa Barbara, El 
Centro, Santa Ana and Riverside. 

Gough became the Harvester dis- 
tributor in March. The present 
campaign—which is helping to 
promote the new distributorship— 
followed a recent statement by the 
appliance maker encouraging deal- 
ers to use the food plans (AA, 
April 28). 

Noble Advertising, Los Angeles, 
is handling the campaign. 


TV Manufacturers List 25 Communities as 


First to Feel Effects of 


WaAsHINGTON, May 15—TV manu- 
facturers said today that the first 
increase in TV coverage as a re- 
sult of the lifting of the freeze 
will be in 25 communities where 


| existing stations will be shifting to 


new channels and higher power. 
The sales managers’ committee 


-|of the Radio-Television Manufac- 


turers Assn. said the step up in 
power will increase the transmit- 
ting range of the stations by sev- 
eral miles, bringing thousands of 
additional homes within the TV 
receiving area. 

Altogether, 30 existing stations 
change frequencies as a result of 
the lifting of the freeze. The 
changes will involve relatively lit- | 
tle administrative supervision by 
the Federal Communications Com- | 
mission and are expected to take | 
place in the near future. 
® FCC said it wiil give priority to| 
applications for increased power | 


|from the 30 stations which are! 


changing frequencies. Most of these | 
stations have already filed applica- 
tions with the commission and are 
waiting for processing to begin. 
Under terms of the order lifting the 
freeze, the commission is to resume 
processing on July 1. 

The areas involved are Chicago 
(WBKB), Pittsburgh (WDTV), 
Cleveland (WXEL, WNDK), Mil- 
waukee (WTMJ-TV), Cincinnati 
(WLWT, WKRC-TV, WCPO-TV), 
Providence (WJAR-TV), Atlanta 
(WLTV), Norfolk-Portsmouth- 
Newport News (WTAR-TV), 
Louisville (WAVE-TV, WHAS- 
TV), Birmingham (WBRC-TV), 
Albany-Troy-Schenectady 
(WRGH), Columbus, O. (WLWC), 
Rochester (WHAM-TV), Memphis 
(WMCT), Dayton (WLWD, WHIO- 


|ABC.. 


Television Thaw 


TV), Syracuse (WSYR-TV), Grand 
Rapids (WOOD-TV), Wilmington 
Del. (WDEL-TV), New Haven 
(WHC-TV), Johnstown, Pa., 
(WJAC-TV), Davenport-Moline- 
Rock Island (WOC-TV), Lan- 
caster, Pa. (WGAL-TV), Hunting- 
ton, W. Va.-Ashland, Ky. (WSAX- 
TV), Bloomington (WTTV), and 
Ames, Ia. (WOI-TV). 


ABC Net Changes 


Its Identification 


New YorK, May 16—On the air 
at least, it’s no longer American 
Broadcasting Co.—effective May 
19. 

The old, familiar “This is ABC, 
|the American Broadcasting Co.” 
will sound forth for the last time! 
the preceding night when ABC's 
radio and television networks sign | 
off. 

Thereafter the identification will | 
be for AM—“This is ABC.. radio! 
network” and for TV—‘“This is 
television network.’ 

This change follows in the foot- 
steps of another major broadcaster 
which used to identify itself as the 
Columbia Broadcasting System. 
For several months this company’s 
on-the-air identification has been 
the CBS Radio Network or the 
CBS Television Network depend- 
ing on whether you're just listen- 
ing or whether you’re looking and 
listening. 


Alexander Film Boosts Two 
W. A. Hillhouse, television direc- 
tor of Alexander Film Co., Colora- 


1950 
Rank 


i 
COOUILNSeY 
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Magazine Newsstand Sales 


Last Six Months of 1951 and 1950 


Based on Publishers’ ABC Statements 


Prepared by S M News Co.., New York 


1951 
Rank 


CAnNOUVEwLNeY 


97 


| t Price increased 
TT Price decreased 


| © Sold only in Mass., Conn., 
* Sold only in Ind., Iil., 


Sold onty in 7 western states 


do Springs, has been advanced to — 


sales promotion manager. Earl D. 
Austin has been promoted from 
special television representative to 
succeed Mr. Hillhouse. 


1951 
Pos. 


SRESSRURRESKES cS asoueun 


PUBLICATIONS 1951 —y 
Last ™% Gain 
6 Mo. 6 Mae. or Loss 

(Average Sale per Issue) 

Ladies’ Home Journal .. . 1,855,873 2,021,361 — 8.2 
True Confessions . 1,681,105 1,575,630 + 67 
= a 

nda: mung Post . a 2 _ 
wecalt 1 tes " saben 1,520,015 1,407,611 + 80 
Better Homes & Gardens . oy eit 4 + 3 
’ ion 1,381, 411, — 2. 
= =. saa 1,338,745 1,193,103 +12.2 
FU wcdessccess 1,268,457 1,200,925 + 5.6 
Look .... 1,218,449 1,190,095 + 24 

Coronet 4 Ry oryr4 Laas 4 4 

ood Housekeeping . 1,044.6 ° 
Mouern Romenmes r . .1,018,674 980,707 + 39 
Motion Pict. & Telev. Mag. a .. 997,925 1,208, 336 —17.4 
Modern Screen ......... . 986,264 924,268 + 6.7 
Photoplayt ...........+. . 904,231 905.674 — 2 
The American Magazine . 872,119 903,675 — 35 
Redbook} ....ccccceees . 860,372 924,582 — 69 
Seventeen ....... 847,939 830,894 + 21 
Argosy ....... $34,315 628,275 eo =a 
Secrets . 816,383 784,318 + 41 
American Home ate Ler +38 
see a — cha kiseadernrabios 709,767 787,481 — 99 
Collie 679,566 729,242 - $8 
Mechanix Do. a nica sea bed 670,223 . — 4. 
True Romance ........ 642,368 606,841 + 59 
a Se ge if 
Popular Science Monthly : - 639, . : 
Science & Mechanics ... . 628,668 494,320 +27.2 
eee ee re . 604,938 584,359 + 35 
Cosmpolitan ... awe 602,666 649,243 — 7.2 
Personal OEE 3 uma send asanuh 538,853 617,805 —12.8 
SE pe cavetacece . $14,542 ’ + 6.6 
~} —e i022? 54936 +33 
Real Romances . \ ; 

ROU scccccss 431,135 331,284 +32 
True Love Stories} 420,528 281,089 +49.6 
Official Detective .... 401,068 9,667 +147 
Revealing Romances . . 390,821 No Statement 
Esquire ....... 387,645 949 — 
True Experience ... 385,521 468 +4 
True Detective .. 385,156 309,235 +2 
Charm... 6 se 377,380 419,248 —l 
Intimate Romances 373,355 336,716 +1 
Small Homes Guide .. 363,874 No Statement 
Screen Stories .......... 359,912 325,061 +i 
House Beautiful ... 357,242 341,680 + 
Outdoor Life ..... 342, 294,828 +1 
Movie Life .. 328,550 325,939 + 
= mean 314,400 828 —1 

Ov EEE EY 94,031 293,683 + 
Sumplcity Pattern Book 285,451 310,680 — 8B 
Field & Stream .......... 283,056 270,975 +4 
BATE acca ceccssccscess No Statement 
Radio-TV Mirror .. 272,402 70, —26. 
Sports Afield : 272,082 263,175 + 3. 
Hot Rod Magazine , 262,550 167,552 +6. 
Movie Stars Parade ...... 261,881 233,892 +12. 
Tan Confessions ... 248,666 No Statement 
Motor Trend . 240,245 140,357 +71 
Oy TNS bck ics cies 239,567 180,749 + 32. 

DP Kadaaat davon sk 236,740 249,784 — 5 
Holiday .... 234,045 230,103 +L 
House & Garden ...... 228,570 212,532 + 7. 
Movieland ........ avn 22,08: 34,647 = 
McCall's "tele Book ... 217,729 216,711 + 
Vogue Pattern Book ......... 214,254 29, — 6 
Photography**t ......... 213,601 247,226 —13. 
Living for Young Homemakers . 208,037 229,016 — 9 
Confessions .......cseseeves: 167,864 No Statement 
Seveth Geld 20 veccdece.. 167,745 216,56 

tT erasags bake aeeve cobs 158,228 159.246 — 

FU GU cesscsceceses 153,243 147,298 + 4 

Harper's Bazaar ...... 136,421 134,481 + 
Everybody's Digest a 131,697 149,614 —12, 
Butterick Pattern Book ...... 128,076 109,774 +16. 

Dy Swannswsust ests 126,422 106,257 +19: 
Radio & Television News 4,820 124,8 
Modern Bride .......... 121,943 99,2 2 
Modern Photography ...... 129 No Statement 
The Woman ......... 117.216 146.5: 20. 
COE cccsccgucess 113,683 136,1 —16. 
U. . Camerat ..... 111,682 11g, 6.2 

aah abe 106,226 No Statement 

The ‘New Yorker . 104,059 J + 35 
Pes nccadevses 95,004 fi +20.6 
4 "Trails pahnes 5a 93,500 95,418 — 20 
ee 91,966 096 + 69 
7S OME isaccvhensatiecees 89,158 71,172 +25.3 
CONE © os doks cxsrcmnide 9,292 68,423 +159 

U.S. News & World Report . 73,259 61,609 +18.9 
WE GEE socssicecctcceces coon, Se No Statement 
The wose OEE cctecscnctsstaens | §=6Ge 72,034 > 7 
Householdtf® ........... 836 $ 
Flower Grower ........ 55,128 48,535 +136 
Skyways ...... 53,715 45,353 +18.4 

| * Combination of Movie Story & Motion Picture reported separately in 1950 
| ** Titled Popular yg? gf hg January 1952 
New York, New Jersey, Pa. 
Mich., wise. 
4 Sold only in New Jersey, Pa., Delaware, Maryland 
No comparison—very limited newsstand distribution in 1950 
MAGAZINE GROUPS 
Total Sale for Last 6 Months % Gain 
GROUPS 1951 1950 or Loss 

National Comics Group 

(Combined Red and Blue Mo. Units) . 50,833,542 47,560,506 + 69 
Marvel Comics Group’ ................ 34,351,494 11,826,286 +190.5 
Fawcett Comics Groups ......... 20,250,420 24,656,766 — 17.9 
Lev Gleason C nic Group 444, 16,841,454 + 36 
Harvey Comics Group . 16,058,358 16,579,245 — 31 
Standard Comics Group . 12,113,301 14,342,718 — 15.5 
Archie Comic Group ... 11,220,849 11,391,678 — 15 
American Comics Group’ 

(Combined A&B units) 10,581,744 9,610,104 + 101 
Quality Comic Group ... ‘ .. 8,941,944 860, + 13.8 
Hillman Comic Group .... .. 6,739,338 7,332,768 — 61 
Young Romance Group .... -.» 6,464,439 5,678,016 + 139 
United Feature Comic Group ... 6,512,354 7,052,202 — 105 
Thrilling Fiction Group ..... ses e» 6,272,904 6,623,568 — 53 
Screeniand Unit .......... ius .. 6,239,730 5,710,092 + 93 
Popular Fiction Groupe .......... . 5,453,112 9,139,452 — 40.3 
Hit Parader Combination . . .. 4,935,138 3,829,044 + 289 
Dell Men's Group ........ . . 4,790,358 4,573,572 + 47 
American Romance Group as 3,878,805 No Statement — 
Hillman Detective Group .. 3,796,824 3, + 49 
Best Detective Group ....... . 2,663,044 2,110,053 + 35.7 
Fawcett Men's Unit ..... .. 1,765,950 1,355,703 + 03 
Screen Teen Group . - 1,123,563 No Statement - 
Ziff-Davis Fiction Group 863,620 4,174,272 — 264 

*—38 titles in Be Lt titles in 1951 
Youth’ Unit in 1950 % 


*—Reported as ned Romance & 
em—G1 titles in 1950, 8 titles in 1951 
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Sunkist Plans 
Big Campaign 
on Protopectins 


(Continued from Page 1) 
present a “Six Point Reducing 
Plan"—another new idea. It is 
based on eating whole oranges be- 
fore meals to curb the appetite 
to some degree 


® Severa! major factors enter into 
the introduction of protopectin. 
For one thing, it is an exclusively 
“fresh” story. Protopectins are 
only in fresh fruit. During proc- 
essing, for canning of all types, 
the protopectins are broken down 
into other compounds 

Speaking before the annual 
meeting of the United Fresh Fruit 
& Vegetable Assn. in Kansas City 
last week, Mr. Eller asserted that 


the new freshness theme built 
around protopectin goes beyond its 
benefits to fresh oranges and en- 
compasses the entire produce bus- 
iness 

The canning industry has been 
making serious inroads into the 
fresh produce business in recent 
years. The growth of the concen- 
trate industry has hurt, too. It is 
believed promotion of protopectin 
will provide the produce industry 
with a spearhead to revitalize 
their business 

Foote, Cone & Belding, Los An- 
geles, is the Sunkist agency. 


Schiro Named Sales Director 
Frank Schiro, formerly editor 
and publisher of the Evening Ob- 
server, La Grande, Ore., has been 
appointed director of sales pro- 
motion and publicity for KSFO- 
KPIX, San Francisco CBS affiliate. 


Elects Mahony Director 

M. F. Mahony, v.p. and manager 
of the New York office of Maxon 
Inc., has been elected a director 
of the agency 


Two Join William Gent 


William Moore, formerly with 
Spitzer & Mills, Toronto agency, 
has been appointed space buyer for 
William Gent Advertising, To- 
ronto. At the same time, John 
O'Keeffe, formerly resident di- 
rector in India and Pakistan for 
L. A. Stronach & Co., British agen- 
cy, has been named creative and 
copy chief of the agency. 


APA Okays 1,518 Agencies 


The Agricultural Publishers 
Assn. recommended 80 new agen- 
cies to member publishers in the 
last six months and withdrew rec- 
ommendation from 43 agencies 
during the same period. This gain 
of 37 brings the total of approved 
agencies to 1,518 from 1,481 in Oc- 
tober, 1951. This compares with 
708 in April, 1944. 


Parker Heads Merchandising 

Charles B. H. Parker, formerly 
advertising and sales promotion 
manager of Camillus Cutlery Co., 
Camillus, N. Y., has been ap- 
pointed merchandising director of 
Wilson, Haight & Welch, Hartford. 


Men Who Know How 


L. M. Reynolds 


Advertising Age, May 19, 1952 


Delegates to the National Newspaper Promotion Assn. meet in Louis- 
ville were sent away with the admonition to do more advertising to 
offset consistently rising costs. It came from Herbert Wyman of the 
Pittsburgh Post-Gazette 


Despite the start of the baseball season, attendance at football games 
is still the big issue and Jerry Jordan says the NCAA report on TV’s 
effect on _ collegiate football attendance ignores the “real 
ie do Fees Ua s kain dwn asnegh a kens ea banmwanewetea Page 2 


GE affiliate Hotpoint changes management as its energetic president, 
James Nance, moves to Packard, and E. R. Taylor, marketing mana- 
ger, signs on with Motorola 


A tabulation of magazine newsstand sales for the last six months of 
ey ee WD i, sk te eide a Kees obese bdasacindeenceseun in Page 3 


| Twenty-five of the first cities to feel the effects of new TV channels 
| and higher power permitted by the recent TV thaw are listed by the 
| Radio-Television Manufacturers Assn. ...............-.--- Page 3 


“There’s no such thing as a uniform consumer durable goods expendi- 
ture,” according to the head of National Retail Dry Goods Assn. He 
says retailers should keep looking for new lines and markets . Page 42 


More about freezer-food plans—now that they’re going great guns in 
all the major cities, Better Business Bureaus are working overtime 
SI aide ais 0o deh o wpards aad sae eae ae oe kc ee Page 50 


A prominent New York advertising photographer says ad photography 
will suffer as long as clients insist on having their own way . Page 60 
AA reports national magazine linage and page figures for April . Page 63 
The Creative Man has a talk with his one and only after trying the 
ee SI bio hc oate dec cbscdngecatcaaniaseen Page 72 
Milwaukee men, apparently, are an unusual bunch, and a report on the 
Milwaukee Journal’s Consolidated Consumer Analysis points out 
DO casinarcan a. negetamdaRh esse vissauitarveksdawewonewane Page 78 
The collection of public relations and business men who addressed 


a one-day institute on economic education at Northwestern Uni- 
versity disagreed on how it should be done ................ Page 82 
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To Sell Seattle 
. Rely On 


The Post-intelligencer 


| ; i ice Presi- 
4 ‘ id E. Milheim, Vice 

. , President, and Dona 0 
3 tp a Grandma Baking Company - 

a; — KNOW the Seattle story - +> 


The Post-Intelligencer Spearheads 
Their Greatest Sales Campaign! 


Post-Intelligencer advertising sent Grandma Cookies 
= sales UP when the seasonal trend was DOWN. 
Reynolds and Milheim say: “We definitely had a 


remarkable increase in volume and recognize The 


Post-Intelligencer as a ‘must’ in food advertising in 
this area!” To sell Seattle, you must use The Post- 


Intelligencer! 


Te. SEATTLE 


t 


Seven Get Sloan Safety Awards 

The National Safety Council has 
named seven radio and television 
stations and advertisers recipients 
of the Alfred P. Sloan Radio and 
Television Award for Highway 


program 
KING, Seattle; Esso Standard Oil 


Safety in 1951. Awards went to} : F 
WBUD, Trenton; Granite Chevrolet| Bet Your Life” programs during 
Co., Quincy, Mass. (for a safety | the year); WTDS-FM, owned and 
over WJDA, Quincy) ;| 


Co., New York (for devoting one 
out of every seven commercials 
to safety on its “Esso Reporter 
Newscast”); WCPO-TV, Cincin- 
nati; DeSoto-Plymouth Dealers of 
America (for featuring the coun- 
cil’s slogans on 49 out of 52 “You 


operated by the Toledo Public 
Schools. 


eS & 


AMERICA’S 


finest 


PHOTOENGRAVING PLANT 


Collins, Miller 
& Hutchings, 


Inc. 


CHICAGO 
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17th of a Series 


quay Buys Quality..: 


This advertisement, in the weekday Herald Tribune 


exclusively, was the most sales-productive ad run by 


Lord and Taylor “Women's Shop” in any newspaper, 


daily or Sunday in the last five years! 


Dresses priced at $95 to $175 


QUALITY BUYS Quantt 


This McCreery ad in the Herald Tribune sold more 
than $18,000 worth of dresses! 


Dresses priced at $8.95 


QUALITY BUYS Big! ~ 


Clearly | whether your product is high-priced or 
popular-priced, your advertising has the best chance 
to sell in New York's Quality Market—the Herald 
Tribune. Get all the facts right now on this class market 
that buys mass...the people with above-average in- 
comes, exceptional savings, securities and property 


the Quality Market that's five billion dollars big! 


. = 
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NEW YORK 


Herald Tribune 


230 West 41st Street, New York 36, N.Y. 
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ACB Promotes Duify 

Jim Duffy, who has been in the 
press department, has been ad- 
vanced to promotion chief for 
American Broadcasting Co. in Chi- 
cago. He succeeds Dean Linger, 
who has joined Columbia Broad- 
casting System in Hollywood 


Schram Co. to Move 

Schram Co., Chicago agency, will 
move to the State-Madison Bldg 
on May 23. 


Mrs. Pinkerton Is Ad Head 


Mrs. Juana Maria Pinkerton has 
been named national ad manager 


of XEO, Matamoros, Mexico, 
across the Rio Grande from 
Brownsville, Tex., and of XEOR, 
Reynosa, Mexico, across the Rio 


Grande from McAllen, Tex. She 
is the wife of the stations’ mana- 
ger, Robert N. Pinkerton, who set 
up the U. S. sales for the original 


station, XEO. Both stations are 
1,000 watters. 
| . 
4 SINCLAIR-/ze 
YOUR CAR REGULARLY 
Using \D-VER-1TIS-ER for Dealerships! 
INC., FORT WAYNE, INDIANA 


tHe AD-VER-TIS-ER, 


Pitan Pee 


Polaroid Cut 


Ad Budget to 
Boost Research 


Casselman Says Its 
Land Camera Depended 
on Opening New Market 


CAMBRIDGE, Mass., May 13—Po- 
laroid Corp. believes economic 
progress depends on opening up 
new markets. 

Following this policy in its own 
business, the company has found 
that it pays off sometimes to cut 
the ad budget in favor of research 

Exhibit A in this thesis is Polar- 


| oid’s picture-in-a-minute Land 


camera, launched four years ago 
and now doing an annual business 
of $10,000,000. 

Robert C. Casselman, Polaroid 


sales manager, described the de- 
velopment of this new product in 
a recent talk before the Advertising 
Club of Boston, He prefaced his 
remarks by telling the admen: 

“Too big a section of our adver- 
tising thinking today results in ad- 
vertising which is aimed only at 
winning the competitor's customer 
rather than making new customers 
where none existed before.” 

Mr. Casselman said the Land 
camera—named after its inventor, 
Dr. Edwin H. Land, Polaroid presi- 
dent—is an example of how new 
customers can be created. This 
camera, by the way, is the com- 
pany’s only consumer product. 


8 He pointed out the Land camera 
“was the product of a research un- 
dertaking which, for a company 
the size of Polaroid, was truly enor- 
mous, comparing, in percentage of 
assets risked, to some of the really 
big industrial gambles that this 
country has ever seen.” 

Mr. Casselman stated thaf be- 
cause of “this heavy emphasis on 


TT 


Mijting 


“It’s from my mother, I guess she heard about 
my promotion to Head Space Buyer Ps 


Circulation, City 


THEN 


year 4243 


Source A. BC. Publishers’ Statement 


I 


and Retail Trading Zone 
now 


ENQUIRER 
158,430 


TmES. 
star® 
145,679 


Post 
143,997 


Sept 30 of each year 


—— 


Another popular pattern: More and more 


and more 
newspaper town! Today, 


. Cincinnati 1s a morning 


the Daily En- 


quirer has more circulation wathin the 
retail trading zone than the total circula- 
tion of any other Cincinnati daily. 


Represented by Moloney, Regan and Schmitt, Inc 


Advertising Age, May 19, 1952 


research and development,” the 
Land camera is now “far and away 
the leading seller in its price class.” 

By having a unique product to 
market, said Mr. Casselman, Polar- 
oid profited greatly by publicity 
—or free advertising-—“not only 
during the early development days 
but right on through the introduc- 
tion and even through today.” 

He added that this interest en- 
abled sales and ad budgets to be 
trimmed without weakening mar- 
keting effectiveness. To prove his 
point, Mr. Casselman noted that 
Polaroid distributes the Land cam- 
era to some 5,000 photographic 
dealers despite the absence of “any 
field selling force.” 


|@ As for actual advertising, a large 
portion has been put into dealer 
cooperative promotion. The com- 
pany uses an “Ad Scrip” plan, is- 
suing facsimile dollar bills to deal- 
ers in the amount of 5% of each 
order. These can be redeemed by 
|sending paid ad bills to Polaroid 
along with up to half the total 
amount in scrip. 

This plan, Mr. Casselman point- 
ed out, “automatically controls the 
!amount of expenditures of each 
dealer and provides continuing in- 
centive for him to spend his money 
promoting Polaroid products.” 


@ Once a product is established, 
| Polaroid doesn’t exactly skimp on 
its ad budget, judging from its 
1952 schedule. The Boston office of 
| Batten, Barton, Durstine & Osborn 
told AA the company is running 
13 insertions in Time; weekly TV 
spots in 26 markets; full pages in 
five photo-hobby magazines, and 
monthly color pages and spreads 
in photo trade magazines. 

However, Pclaroid credits its 
successful entrance into the con- 
sumer field to the research which 
went into development of a new 
product. Mr. Casselman explained 
to the Boston admen that the 
thinking behind Polaroid’s sales 
policy “is that of maintaining a 
steadily increasing consumption of 
goods to match our expanding in- 
dustrial capacity.” 

“This will require selling in all 
lines of high order,” he added, “but 
it will also require new and ex- 
| citing products to sell.” 


| Senate Rule Restricts Ads of 
Optometrists in Washington 

The U. S. Senate has approved 
new rules of practice which pre- 
vent price advertising by optome- 
trists in the District of Columbia. 
Under the rules, an optometrist 
could lose his license if he pub- 
lished an ad mentioning terms of 
credit, the price of eyeglasses or 
the amount of his professional fee. 

The board of optometry also is 
authorized to adopt regulations 
prohibiting advertising by means 
of “large display, glaring light 
signs” or “signs containing as a 
part thereof the representation of 
the human eye.” The bill (S.106) 
goes to the House. 


Starts Survey in Oregon 

The Portland, Ore., office of 
Dan Clark & Associates will soon 
begin a statewide survey which 
will, among other things, measure 
newspaper and periodical penetra- 
tion and duplication in Oregon. 
The advertising service depart- 
ment of the Oregon Newspaper 
Publishers Assn. will be one of 
the sponsors of the study as the 
result of action taken at the week- 
ly newspaper departmental section 
of the recent spring ad managers’ 
meeting in Portland. The program 
calls for more than 75 professional 
interviewers who will make over 
10,000 personal calls in all sections 
of the state. 


Miller Electric to Louttit 


Miller Electric Co., Pawtucket, 
R.I., maker of electric wire, fuses, 
fuse stats and Christmas decora- 
tive novelties, has appointed T. 
Robley Louttit Inc., Providence, to 
handle its advertising. The com- 
pany will use trade publications, 
point of sale displays, catalogs and 
direct mail. 
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They’re the members of the SUPERMARKET INSTITUTE, holding 
their national convention in your midst. Give ’em a big hand for the mira- 
cles they’ve performed in making us the best fed nation on earth... a nation 
of gourmets ... and gourmands! Thanks to the supermarket, nothing in the 
food line is too good for us common people . . . nor beyond our pocketbooks. 

Who brought austere cleanliness in food to the masses? The super- 
market! Who revolutionized and modernized shipping, storing, refrigera- 
tion? The supermarket! Who streamlined displays and made every bin an 
attractive shopping window al] its own? The supermarket! 

Who brought down the cost of doing business to an all time low . . . took 
less of your dollar in expenses and put more into the actual food? The 
supermarket! Who gave you a pleasanter, roomier, and friendlier place 
to shop? Who gave you more things to pick from and got you out in faster 
time? You know the answer. 

And never forget that the supermarket did more for democracy than all 
the politicians in the country put together. If you don’t believe that, then 
listen to the conversation between The Colonel’s Lady (who came in a 
Cadillac) and Rosie O’Grady (who took the bus) as they both wait in line 
to get checked out. Do you ever see them swappin’ problems anywhere else? 
That’s the Old Melting Pot put back into action. That’s the Town Hall 
meeting coming back to life. 

And don’t forget that the supermarket, by its extremely competitive 
operation, has brought down the price of food in all types of food stores. 

We tell you, Mr. & Mrs. Cleveland, if it weren’t for the amazing economy 
of that Great American Institution—The Supermarket—you’d be paying 
an awful lot more for food. And we'll prove it to you: the per capita food 
bill in this country is about $395 a year, while our per capita tax—direct 
and indirect—is $530. Sakes alive, if it weren’t for the supermarket there 
would be very little else you could afford from an average per capita earn- 
ing of $1200. 

We at Supermarket News are very grateful for the opportunity to serve 
the Supermarket Industry. 


Supermarket News 


A Fairchild Publication ¢ 7 East 12th Street, New York 3, N.Y. 
Published Weekly 
“Qur Salvation Depends Upon Our Printing the News” 


WOMEN'S WEAR DAILY DAILY NEWS RECORD RETAILING DAILY FOOTWEAR NEWS MEN'S WEAR 


THIS AD ALSO APPEARED AS A FULL PAGE IN THE CLEVELAND PLAIN DEALER, MAY 12 
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Supermarket 
Firing Line 
Communique 


(Continued from Page 1) 
maiden, two English pages, 
girl in zebra cloth shorts, two girls 
in strapless formals, four girls in 
black velvet gowns and one stun- 
ning redhead in red sequin dress 
All gir!s very friendly. Each passed 
out teeny samples, Got teeny can 
of tuna, one cigaret, one box of tis- 
sues, one small yellow plastic 


one 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 
Organization of 500 capable Photo-Re 
porters provides effective way to obtain 
on-location photes, cose histories, stories, 
testimonials and releases. Write 

SICKLES PHOTO-REPORTING SERVICE 

38 Park Place, Newark 2, N. J. 


spoon. Went back for more tuna 
but blonde gir! still busy. Thought 
of wife, hearth, home. Slunk off. 
Ran into two girls wearing gigantic 
tooth brushes for hats. Very pretty. 
Gave me one teeny sample. 

All kinds of drawings, contests 
and prizes. Fill out card and win 


clock, radio, clock-radio, car, suit,’ 


luggage, trip, pen, watch, gloves, 
money 


® Games of skill. Throw hoop on 
dog’s tail (dog food), slide disc 
into slot (paper napkins), aim gun 
at big picture of man’s face and 
gun shoots ping-pong balls into 
mouth...forget what you win or 
whose booth. Check tomorrow. 

Three Bright Young Life Men 
dressed as barkers, Striped coats. 
Canes. Straw hats. They look 
sheepish, Big wheel spins and one 
must guess Life’s circulation in 
various towns. Life’s circulation in 
Piqua, O., simply enormous. Wheel 
fixed” 

Two hours after we started, fin- 
ished first circuit. No single word 


describes throng. (Surging, tumul- 
tuous, gay, noisy, eager.) Counted 
loot. Found eight Heinz pickle pins 
in coat pocket. Booth across aisle 
showing movie on “How Beer is 
Brewed.” Bottles now moving along 
sinuous endless belt. Girl pinned 
carnation on my lapel (milk). 
Feet hurt. 


‘Enquirer’ Employes Run 
Fund Ad in ‘Times-Star’ 

The employe group seeking to 
buy the Cincinnati Enquirer ran 
an ad in its rival, the Times-Star, 
which also wants te buy the En- 
quirer, asking Ohio citizens to 
pledge from $1,000 to $100,000 for 
their cause. 

A front-page editorial in the 
Times-Star the same day pointed 
out that circulation and ad volume 
figures quoted in the Enquirer ad 
gave total and daily figures for the 
Enquirer and only six-day figures 
for the Times-Star. The Times- 
Star stated that it accepted the ad 
because “it is never the policy of 
the Times-Star to bar. . .copy which 
may be contrary to our views or 
interest.” 


Advertising Age, May 19, 1952 


ABP Study Shows National Advertisers and 
Agencies Want More Business Paper Data 


New York, May 15—National 
advertisers and advertising agen- 
cies believe that more studies of 
business papers are needed. 

This fact stood out in a survey 
released today by Associated Busi- 
ness Publications. 

Questionnaires sent out by ABP 
to determine use of readership 
studies already made were an- 
swered by 225 members of the 
American Assn. of Advertising 
Agencies, the Assn. of National 
Advertisers, and the National 
Industrial Advertisers Assn. 


Highlights: 86% of the respond- | 


ents believe additional reader- 
ship studies are needed; 79% have 
found readership studies helpful 
as a guide on “amount of reader- 
ship received by business paper 
advertising”; and 61% have used 
issued studies “occasionally,” 11% 
“frequently” and 28% not at all 
since first reading. 


“Here's to your happiness’’ when you tip 


the golden glass and taste the toast from 


Hawaii—Dole Pineapple Juice 


Its bracing 


flavor is born in the Islands—brought to 


pure and full perfection by nature alone. 


Appetizing color advertising helps capture 


the rich Hawaiian flavor of Dole Pineapple 


W.WO. Ayou & Sen, Se. mn oe 


San Francisco Hollywood Boston Honolulu 


Juice and other Dole products, sends eager 
housewives by the millions to stores, helps 
keep Dole out in front. It’s the best known, 


largest selling brand in its field. 


We have been associated with Hawaiian 
Pineapple Company, Ltd., in their highly suc- 
cessful package-goods business since 1933. 


Asked for suggestions on specific 
publications they should like to 
see studied, ANA members listed 
30, with Iron Age, Steel, and 
Chain Store Age leading the list 
in number of mentions. Members 
of the Four A's listed 63 publica- 
tions, with Iron Age, Steel and 
Factory leading in number of men- 
tions. 

Members of NIAA list 15 pa- 
pers, but no tabulation is presented 
in the survey to show the number 
of mentions. However, comparable 
studies of such publications as 
Factory Management & Main- 
tenance and Mill & Factory; Tex- 
tile World and Textile In- 
dustries; Hardware Age and 
Industrial Distribution; Flow and 
Modern Materials Handling, are 
among those specifically men- 
tioned by respondents. 

So far, readership studies of four 
business papers have been made 
for ABP by the Advertising Re- 
search Foundation. These are 
Automotive Industries, American 
Builder, American Machinist, and 
Chemical Engineering. No new 
studies are known to be pending. 


@ The current survey shows re- 
spondents have made several help- 
ful deductions from readership 
studies. 

It is noted that 68% of adver- 
tisers and agencies mention the 
relative importance of illustra- 
tions in business paper advertis- 
ing, 65% mention headlines and 
59% mention copy among factors 
they have found helpful. Specific 
deductions on color vs. b&w 
in business paper advertising have 
been made by 54% of respondents 
as a result of the ABP readership 


| studies. 


A total of 6% of the advertisers 
and agencies report the ABP 
studies have contributed “nothing” 
to provide a clearer appreciation 


|of business paper readership as a 


whole; 12% 
clearer; 48% 
clearer, and 34% 


Robert White Heads 
Videodex Company 


Cuicaco, May 15—Videodex 
television rating services will be 
expanded and speeded up through 
a change in control which sees 
Robert F. White taking over as 
president of the four-year-old con- 
cern. 

Mr. White also heads Robert F. 
White & Co., management control 
consultant. Its 500-odd clients in- 
clude Marshall Field & Co., Na- 
tional Tea Co., Butler Bros. and 
others. The company is a sales 
analyst and does tabulating work. 
In the latter capacity it has han- 
dled Videodex statistical and cal- 
culating work for some time. 

Allen Jay, former president of 
Jay & Graham Research Inc., will 
continue as head of Videodex 
sales in New York. Charles G. 
Callard will continue to direct 
Videodex research in Chicago, 
with Mrs. Ruth Kearns active re- 


report “somewhat” 
report “moderately” 
“much” clearer. 


search head. 


s It is understood that some of the 


Videodex clients, including major 
TV advertisers, are backers of the 
reorganized Jay & Graham Re- 
search firm. 

The change will return active 
direction of the rating service from 
New York to Chicago. Mr. White 
explained to clients this week that 
a chief reason for the reorgani- 
zation has been to prepare for 
added and faster services. 


Ed Smith Joins R&R 

Edward R. Smith, formerly with 
the advertising department of Na- 
tional Distillers Products Corp., 
has joined Ruthrauff & Ryan, New 
York, as an assistant account ex- 
ecutive. 
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Art| ; - 
‘Ss’ “, Youngsters are cautious and competent critics . . . 


weighing, comparing . . . and, finali, selecting their 
preferences. As they scan the 400-odd comics books 
on their newsstands, most of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality . . . 
quality of conception, writing, artwork, printing . . . all those things that 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 
Comics Group is doing a thoughtful and effective job . . . is presenting 
in a new garb those age-old charmers, Humor and Adventure. Our 
advertisers benefit, too! 


National 
Comics 


Group 


Represented by 


Richard A. Feldon & Co., Inc. 


205 East 42nd Street 
New York 18, N. Y. 
CHICAGO LOS ANGELES 


SAN FRANCISCO 


PORTLAND 
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After Four Years of Televiston- 


Radio is building early momentum 
for one of the biggest seasons in its 
history —for 1952-1953 


The Fall schedule of the CBS Radio Network is 
getting set months ahead of previous years. It’s 
already 80 per cent as far along as last year's 
schedule was on September Ist. And it’s aglitter 


with such magic-name stars as... 


JACK BENNY (in his 21st year of radio, a greater 
showman to listeners and critics than ever)... 
ARTHUR GODFREY (marathon host and salesman— 
with three of radio’s top-rated shows)... 
MARIE WILSON (blonde beauty and shining dim- 
wit of “My Friend Irma’)... 
ART LINKLETTER (nimble emcee and sure guaran- 
tee that “People Are Funny’)... 
ALL THE HOLLYWOOD CELEBRITIES Of “Hallmark 
Playhouse,” “Suspense,” and “Screen Guild The- 
atre’...As well as EDWARD R. MURROW, ERIC 
SEVAREID, LOWELL THOMAS, ROBERT TROUT—and 
more than 25 other top newsmen—reporting the 
drama of an election year. 

With a new season a half-year away, sponsors 
too are off to an early start. On CBS Radio— 
PROCTER & GAMBLE will continue its 10 shows — 


and its 911-week sponsorship... 


Details of computations in this advertisement available on request. 


What’s Happening to 


WESTINGHOUSE will present a get-out-the-vote 
series—and CBS Radio's election coverage... 
PHILIP MORRIS Will start a second half-hour show... 
And sales reports show Fall contracts for AMER- 
ICAN TOBACCO... R. J. REYNOLDS... LEVER BROTHERS 
... PILLSBURY MILLS...HORMEL...TONI... MARS — 


among other bellwether advertisers. 


All these pre-season signs are a tribute not only 
to CBS Radio—but to the values of all radio. 


For there’s a conviction about radio that’s 
spreading all through business; a prominent 
agency executive says—"In the face of the liveliest 
competition I can remember, radio has proved 
itself, all over again, the best way to create volume 


sales—at lowest cost—everywhere in the country.” 


There’s a new radio listening pattern— 
that assures continued low cost 


Listeners today are buying more than a half mil- 
lion new radio sets every month....They keep on 
buying new radios to match listening habits with 
living habits. | 

In addition to 36 million living room radios, 
they've bought 41 million “secondary” sets—for 
kitchens, bedrooms, bathrooms, and dens...and 


23 million sets for automobiles. 
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(Clock radios alone are selling at the astonishing 
rate of 100,000 a month. One manufacturer has 
already sold more than two million.) 

The result: More than half of all radio listen- 


ing is outside the living room.... And in total lis- 


tening, people spend more time with radio than 


with any other medium. 


This is the basis of radio's continuing economy. 


The choices that face advertisers 
today favor radio 


In terms of audiences, a mass advertiser today 
may choose to spend a dollar for 944 radio listen- 
ers...or 365 television viewers...or 334 maga- 
zine readers...or 240 newspaper readers. 

In terms of advertising frequency, he may 
choose to reach a given number of prospects once 
in newspapers...or 1.3 times in magazines...or 
1.5 times in television ... or 3.9 in radio — at no 
difference in cost. 

With other media rates still on the rise, the con- 
tinuing low cost of radio has new appeal for 
advertisers. For it offers the numbers of people 
that support volume that secures profit. And it 
permits frequency of advertising impressions—the 
pre-selling repetition that is today’s best stand-in 


for clerks in self-service stores. 


Network leadership is established 
more clearly than ever 


Advertisers find the advantages of radio greater 


on CBS Radio than on any other network: 


CBS Radio has the biggest average audience: 


: me 


AVERAGE NETWORK AUDIENCE (HOMES)—ALL PROGRAMS* 


(BS RADIO - 2,910,000 


NETWORK B . 2,525,000 
WETWORK ( 1,798,000 
—— WETWORK 0 1,455,000 


a 
Pee 


*Based on Nielsen-Ratings, Oct. '51-March (Ist report) ‘52 


CBS Radio has most of the top programs — more 


than all other networks combined: 
Rl re 
NIELSEN TOP-29 PROGRAM SUMMARY” 


1 


i 


(BS RADIO © 0 00080800808 88S8 S888 (2)) 
*Bosed on Nielsen-Ratings, Oct. ‘5!-Jan.‘52 


NETWORKS @ @@@@ (5) 
NETWORKC @ @ (2) 
NETWORK D @ (i) 


CBS Radio offers the lowest cost-per-thousand: 


AVERAGE COST PER THOUSAND HOMES—ALL PROGRAMS* 


$3.99 
$3.56 
$3.21 


NETWORK B NETWORKC NETWORK D 


*Averages, Advance Nielsen-Rating bosis, Oct. 51-March (Ist report) ‘52 


Next season give your product the support of net- 


work radio —in all seasons the most efficient force 


in mass distribution. On CBS Radio, give it more 


of what radio can give it best. 


THE CBS RADIO NETWORK 


Where America Listens Most 
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Someone Is Falling Down on the Job 

The current business situation is one of the most peculiar we have 
ever experienced, if the experts are giving us the right figures. 

We are told that income is at a high level and that consumer sav- 

sings are piling up. There seems to be unanimous agreement that a 
te of “cold war” will continue indefinitely, with an equally indef- 
2: expenditure for fighting purposes. So there is no good reason 
Why anyone should be seriously concerned about things falling apart 
ext week or next month. 

‘Yet sales, while far from bad in most lines, are not moving ahead 
a& briskly as the underlying economic situation would seem to justify. 
We have the rather strange situation of people apparently loaded 
With green stuff, who refuse to spend it. 

‘This situation is strange enough in itself, but what makes it even 
Minger is that business men not only seem to be accepting the situa- 

1 in a rueful sort of way, but actually helping it get no better by 
+ their best to convince each other that things will get tougher. 
Gf ever there was a situation tailor-made for ingenuity and enter- 
@, and the application of modern selling, advertising and mer- 
Chandising techniques, this is it, 

The best salesmanship imaginable might have difficulty if the pros- 
Peéttive buyer had no money. But if the buyer has money, and is 
keeping his hands resolutely in his pockets instead of reaching across 
the counter for merchandise, it is clear that someone isn’t doing a 
job. And we might as well face it. That someone is the merchandiser, 
the salesman, the advertising man. 

©f course, there are problems. True, most buyers are fairly well 
st@cked with the things they need. They've filled much of the vast 
Void in automobiles, appliances and other hard goods that accumu- 
lated during the war. They can live “on their fat” for a while, and a 
surprisingly large number seem to be doing so 

But there’s nothing abnormal about this sort of thing. It’s an in- 
dication that the economy has settled down to something all of us 
once considered usual and normal. 

So what? So a little more intelligent and intensive selling and ad- 
vertising and merchandising is in order. Nobody really needs sales- 
men when the customers are breaking down the doors trying to get 
at the merchandise. It's when the customers are acting shy and coy 
and a little hard to get that salesmanship is really needed. 

Have we still got it in us? 


Those Population Changes 

Last week Roy V. Peel, director of the Bureau of the Census, re- 
viewed for ADVERTISING AGE readers the important changes which 
have been taking place in the population. He stressed particularly 
the fact that by 1960, there will probably be more than 175,000,000 
people in the U. S., and that the number of youngsters and the num- 
ber of oldsters are both growing at disproportionate rates. 

The market potentials of the baby market, the youth market, the 
teen-age market and the young-married market have all been pretty 
well explored. The oldster market is just beginning to get the attention 
it deserves 

This market is certain to be of greater and greater importance, and 
those who cultivate it well are sure to be rewarded. But most of our 
mental conceptions of “oldsters” are going to have to change if we 
are to assess the market properly. We still believe, as evidenced by the 
fact that 65 is the “normal retirement age,” that people at this age 
are “too old to work,” the implication being that they are fit only to 
occupy a rocking chair. Happily, that picture is already untrue, and 
getting more untrue every day. There are going to be millions of 
“oldsters” in vigorous good health and full of pep, to make a wonder- 

ful market for lots of things—not including rocking chairs. 


—tlichty, in the Chicago Sun-Times 


“The tag refers to city, state and federal taxes, madam. . .the price is additional. . .” 


What They're Saying 


_ Designer's Contribution 


It is clearly evident and always, 
has been, that a designer is a force | 


| for the integration of all the visual 


factors inherent in a problem. He 
makes things work, but if he just 
makes things work without any 
spark, without any fire, or fails to 
equip his visualization with wings, 
then he’s only an integrater and 
not a designer. The designer at his 
best stirs and keeps alive the cre- 
ative aspects of any and all types 
of business. No business, whether 
it be the advertising business or 
the business of making shoes, can 
afford to be without him, for the 
designer has proved time and time 
again that good design is good 
business and that to worry about 
good taste is just as important as 
worrying about sales, because good 
taste means good sales. 


—Lester Beall, designer, in a talk 
at a dinner opening the Printing for 
Commerce exhibition at the Mer- 
chandise Mart, Chicago 


Drastic Remedies Needed 

The exploits and sales wisdom 
of John H. Patterson, founder of 
National Cash Register Co., have 
been told and retold throughout 
the years; will probably be told 
and retold for many years to come. 


One such story originated at one 
of the company’s national conven- 
tions at a time when sales were 
hard to come by. One of the sales- 
men is reported to have suggested 
(presumably as an economy meas- 
ure) that the company could and 
should save about $300,000 a year 
by cutting its advertising budget 


by that amount. Mr. Patterson 
thanked him for the suggestion, 
and added: “Why only $300,000? | 
Why not cut out the advertising 
appropriation entirely?” 

The salesman thought he had 
scored a point...that is, until the 
Chief followed through with this: 
“Our next logical step should be 
to eliminate the entire sales force. 
That would s.ve us millions. Hav- 
ing done that, there would then 
be only one thing remaining for us 


to do, namely, tear down our en- 
tire plant.” 

Too many otherwise well-sea- 
soned business men seem to go on 
the assumption that advertising is 
a fair-weather game. They forget 
one important factor: that good 
advertising is not an expenditure 
but an investment. And if advertis- 
ing does not produce a fair yield 
on that investment, it never 
justified...in bad times or good... 

And, we might add, many busi- 
ness men seem to feel that adver- 
tising can be turned off and on, 
like water from a faucet. It never 
works out that way and never will. 
Advertising is a science and can 


is 


be applied and made useful to pro-| 


mote and sell every known product 
in America today. 
—The York Trade Compositor, pub- 
lished by The York Composition Co., 
York, Pa 


Proved By Experience 

The Du Pont Co. continues the 
use of advertising to assist in de- 
veloping and expanding markets 
for its products. Experience of the 
company confirms the modern 
business view that advertising is 
one of the most efficient means 
available to promote large-volume 
sales in minimum time and at 
minimum cost. It is believed that 
this practice will continue to be 
well rewarded. The company spent 
$10,000,000 for advertising in 1951. 

In addition, advertising has 
proved to be effective in promoting 
public understanding of the com- 
pany’s policies, as well as the role 
which the company plays in con- 


! tributing to advancement in stand- 


ards of living and to the nation’s 
defense. This type of advertising 
has an important indirect effect on 
sales by promoting better relation- 
ships with customers. It is 
important in creating better public 
understanding of industry, thereby 
improving the ability of industrial 
enterprises such as Du Pont, to dis- 
charge their functions efficiently. 


also 


—From 1951 annual report of E. I. 
du Pont de Nemours & Co. 
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Rough Proofs 


“There’s nothing better than be- 
ing first,” says a newspaper pro- 
motion ad, 

And there’s nothing harder than 
staying there. 


America’s most important cus- 
tomer, the ad says, is the bride 
just back from her honeymoon. 

Even though hubby’s bankroll 
has been more than slightly dented 
by the expenses of that delirious 


| whirl. 


Ed Thiele says iced tea can be- 
come the dominant summer bever- 
age, a conclusion that may be chal- 
lenged by Coca-Cola, Seven-Up, 
and the friends of Tom Collins. 


Joe S. Maggio, of American 
Broadcasting Co., is going to con- 
tinue to be handicapped by the de- 
cision of a famous sports star of 
similar name to devote his time 
hereafter to the broadcasting and 
television field, 


® 


Congressman Clarence Brown 
points out that there is nothing 
sacred about nationally advertised 
brands. That’s right—all it takes 
to have one is a few million dol- 
lars, a good product and lots of 
time and energy. 


Gladys the beautiful receptionist 
says she sees A&P products are re- 
ferred to as private brands, and she 
always thought that anybody could 
buy them. 


Philco has a sure-fire premium 
deal to pep up retail sales. If a 
customer even looks at an appli- 
ance, the dealer gives him a pair 
of salt and pepper shakers. 


Prof. John Jeuck of the Univer- 
sity of Chicago may bring on a 
panic among the researchers by 
his flat statement that market re- 
search in general is vastly over- 
rated. 


The good professor is also build- 
ing up self-esteem among business 
|executives by telling them that 
their judgment is more to be re- 
| lied on than a lot of cook-book 
| statistics. 


“Welcome your Watkins man” 
is the slogan of a new campaign 
which will welcome the 84-year- 
old J. R. Watkins Co. to the ranks 
of advertisers for the first time. 


“The American Weekly Gets the 
New Look,” the headline says, and 
nobody assumed for a moment that 
this meant closer relations between 
Mr. Hearst and Mr. Cowles. 


Joe Page, once famous as the 
Yankees’ fireman, has been given 
his unconditional release by Kan- 
sas City. 

Sic transit gloria mundi. 

Copy Cus. 
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Amer ero 3 NEW $1,500,000 BUDD FOUNDRY BUSY PRODUCING 
; 058 ord BRAKE DRUMS FOR AUTOMOTIVE INDUSTRY 
busin Hundreds of millions of dollars for industrial expan- 
sion is solid evidence of thriving business in Phila- i 


delphia. Already the nation’s second oil-refining 

center, rapidly becoming a major steel center and 
Philadelphia is daily gaining new national promi- 
¥ nence in its diversified industries. 


in es 


ba. 

‘ ; 

4 ‘ 

THe HOY $18! ald 
7 delon? the 
‘ 
Phi la pace? Itt 
ape ‘ ' ng rest 
| newsP ‘ 7 
n busi" | INQUIRER CONTINUES TO SET 
| LINAGE RECORDS ! : 
In the first quarter of 1952, THE INQUIRER’S advertising 

linage added up to a record-smashing 9,089,000 lines. . 

' o a gain of 730,000 lines over the same period of 1951, while 

: Philadelphia's second paper showed a loss. Here’s tangible 
ss i ; proof that in America’s third market, THE INQUIRER, is j 
_ a iii first choice for an ever-growing list of advertisers! 
‘ : i ; ” je 
5 Now in its 19% * 
: / Consecutive Year of Total i 4 
a. Advertising Leadership % 


The Philadelphia Pnguiver 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representotives: ROBERT T. DEVLIN JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 Sie : 
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Munsingwear Will 
Feature Nylon PJs 
in Fall Campaign 


MINNEAPOLIS, May 13—Munsing- 
wear Inc., one of the nation’s big- 
gest apparel advertisers, is plan- 
ning a heavy fall campaign in 
magazines, and in newspapers on 
the local level, in cooperation 
with retailers 

The women’s division will start 
the sales drive with a “back to 
school” ad in Mademoiselle. The 
four-color spread will feature a 


new Munsingwear product, nylon) 


tricot pajamas. 

Much of the fal! advertising em- 
phasis will be on the firm’s new 
nylon tricot products, including 
men’s pajamas and women’s linge- 
rie, as well as the women’s paja- 
mas. 

Selected forthe campaign, which 
is placed through the firm’s agen- 
cy, Campbell-Mithun, are The Sat- 
urday Evening Post, Ladies’ Home 
Journal, Today's Woman, Charm, 
Glamour, Vogue, Collier’s, Esquire 
and Life, the latter for the first 
time in several years. 


ad 


be- 


Holt, Munsingwear 
manager, said the company 
lieves its combined advertising 
program is the largest in the ap- 
parel field. Its budget this year 


ill approach $1,000,000, largest in 
company’s history. 


eThe men’s division will concen- 
tfate heavily on T-shirts and knit 
DElefs, while the nylon tricot pa- 
j@mas will be featured in the De- 
e@mber Esquire. The company says 
half of its output of that product 
alfeady is sold, although produc- 
ti@n has not yet begun. 

Munsingwear also is going after 
th® “youthful figure” business for 
its foundation garments with ads 


Vogue, Today's Woman and 
mour, 


@eo local retailers using the 

singwear name in their copy 
thé company is offering a 50-50 co- 
Operative agreement under which 

firm’s own advertising depart- 
m@nt will provide ads for the in- 
di¥Vidual stores. Munsingwear fur- 
nighed between 300 and 400 such 
a for Mother's Day alone 

e Minneapolis firm also is go- 
ing after a bigger share of the ex- 
po#t business, with Read & Em- 
m@ich, New York, handling its 
foreign distribution. 


® Roger 


A BUSINESS MARKET 


WORTH DEVELOPING! 


Kiwanians as Executives 


60,849 Owners 

28,823 Partners 

30,024 Officers of Corporations 
28,023 Directors of Corporations 
27,823 Managers 

11,209 Branch Managers 

4,003 Department Heads 

3,602 Sales Managers 

3,203 Superintendents 

2,602 Assistant Managers 


Kiwanians as Employers 


70,857 employ 1 to 4 persons 

30,225 employ 5 to 9 persons 

32,226 employ 10 to 24 persons 
19,016 employ 25 to 49 persons 
10,408 employ 50 to 99 persons 
12,410 employ 100 to 499 persons 
1,001 employ 500 to 999 persons 
600 employ over 1,000 persons 


A recent agreement with the 
Canadian firm of Stanfield’s Ltd. 
gives Munsingwear a bigger out- 
let north of the border. The Cana- 
dian company will use Munsing- 
wear’s name, processes, patents 
and sales materials with the note 
that the merchandise is “sold and 
manufactured in Canada by Stan-, 
field’s Ltd.” 

Munsingwear is also eyeing the 
Hawaiian market, although it has 
not made any plans for entering it 
as yet. 


Emerson Appoints Hall 

Ernest Lewis Hall, formerly ex- 
cutive v.p. of Pilot Radio Corp., 
Long Island City, has been named 
assistant to the president of Emer- 
son Radio & Phonograph Corp.. 
New York. 


McGraw-Hill Moves in London 

McGraw-Hill Publishing Co. Ltd. 
has moved into new quarters at 95 
Farringdon St., E. C. 4, London, 
England, off Ludgate Circus at the 
foot of Fleet St. This move enables 
the entire London subsidiary of 


McGraw-Hill Publishing Co., New! 


York, to be housed under one roof. 
Curtis McGraw, president; Col. 
Willard Chevalier, senior v.p., and 
Eugene Warner, v.p. of McGraw- 
Hill International Corp., were hosts 
at the house warming. The London 
office is in charge of A. Van Gorr, 
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Elects Supplee President 


Atlantic Refining Co., Philadel- 
phia, has elected Henderson Sup- 
plee Jr., who has been executive 
v.p., president. He succeeds Robert 
H. Colley, who was elected chair- 
man of the board. 


managing director. 


Bucholtz Joins Rader 
WCCM Moves Its Quarters 


Jack Bucholtz, formerly TV pro- 
WCCM, Lawrence, Mass., has| gram director of William Warren, 
moved its operations to new quar-| Jackson & Delaney, New York, has 
ters at 278 Essex St., the former) been appointed radio-TV director 
home of WLAW. | of Kenneth Rader Co., New York. 


SHOPPING AND RESIDENTIAL DISTRICT 


of Beaverton. Tremendous growth has brought Beaverton 
to the fore as a leading community in the KGW service area. 


MAYOR 


our favorite, KGW.” 


A. H. Rossi, 46 years 
a Beaverton resi- 
dent, says, “It's the pioneer station in 
our area and delivers the best in radio 
to its vast audience. We all vote for 


PRINCIPAL 


Northwest.” 


cent, 
a 


I. R. Metzler of Beaverton Union high 
school says, “We all know the high ed- 
ucational service KGW delivers to us. 
It is our favorite and the best in the 


PORTLAND 
OREGON i 


th 


You cannot adequately cover the nation’s northwest 
corner without KGWonderful! Listener loyalty you 
cannot duplicate anywhere available for your prod- | 
uct in the ever-growing Oregon-Southwest Wash- 
ington area. Examine the picture captions for proof ij 
why KGW has been “The People’s Choice” in the jf 
Portland area for more than 30 years! The pioneer jf 
station at that highly desirable six-two-oh on the : 
dial, the KGW Radio Theater. Act now to reap the 
reward of the best procurable radio 
available in the booming Northwest! 


advertising 


TOTAL CIRCULATION 210,000 


Danie! Starch Readership Study and complete 


morket information available on request. 


the KIWANIS Magazine 


BIBLIO MEO LOR CORMUNITY LEADERS 
S20. N Mitugde Ave, Chicago Dt, 1 


Celebrating Our 31st Year of 
Leadership and Community Service 
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Appoints Davis-Parsons 

Flight Refueling Inc., Danbury, 
Conn., maker of military and com- 
mercial in-flight refueling systems 
and equipment, has named Davis- 
Parsons, New York, to handle its 
advertising. Trade publications 
will be used. 


James Leaves H. J. Heinz Co. 

Edward James, general mana- 
ger of sales and distribution of H. 
J. Heinz Co., Pittsburgh, has re- 
tired after 42 years with the com- 
pany, 


‘American Home’ Names Four 


American Home has transferred 
Archa O. Knowlton from manager 
of the Cleveland office to manager 
of the Chicago office to succeed 
James J. Darling, who has joined 
General Foods Corp. James L. Bid- 
well of the New York office staff 
has been promoted to succeed Mr. 
Knowlton. John J. Veronis, for- 


merly of Woman’s Day, and Rob-| 


ert L. Crawford Jr., formerly with 
General Motors Acceptance Corp., 
have joined the sales staff in New 
York. 


‘American Can Starts 


Institutional Ad Drive 


New York, May 13— American 
Can Co. is scheduling sp: ce in 467 
western daily, weekly ind farm 
papers for a series of i»stitutional 
messages on the can-m. ‘ing and 


can-using industries. T:e series 
started May 12 and con:ists of a 
|series of monthly ads ran<ing from 


400 to 1,000 lines. Youn: & Rubi- 
cam is the agency. 


The purpose of the program, | 


Canco says, is to create a better 


understanding in the public mind | 


of the social and economic con- 
tributions of the can-making and 
can-using industries. “This is not 
an advertising campaign designed 
to sell cans,” the company says, 
but a phase of Canco’s public rela- 
tions program, through which the 
company “attempts to do its part 
in building a better appreciation 
of the benefits that stem from the 
competitive system of industrial 


|BEAVERTON’S VOICE TELLS THE CHOICE: KGW: 


BANKER 


Northwest.” 


f 


STUDENT 


approach to the communities it serves make it tops 
in our area.” 


DRUGGIST 


Jay Gibson, president of 
Beaverton's First Security 
Bank, relates, “‘KGW is a solid investment in the 
future. For our money it’s the top station in the 


Vanda Benson and Jo 
Allene Krueger of Beav- 
erton Union high school declare, “KGW is truly our 
favorite. Clear concise programming and a di 


Roy Mourer, Dean's Rex- 
all Drugs, reports, “Of 
course KGW is the favorite in the Portland area. It 
knows the people and the people know KGW.” 


rect 


Mrs. P. E. Pintarich, and 

her son Dick, who shop in 
Beaverton, states, “KGW is the finest station for all- 
around entertainment and features. The House- 
wife's helper for shopping tips is KGW.” 


fastest grow!" 


H. C. Miller of Miller's Food 
Market, reports, “KGW ad- 
vertised national and local brand products are def- 
inite favorites with shoppers here. Results count and 
KGW certainly delivers results.” 


Portland's 


— ' / me of 
BL ead wee lo gi a retail trade 


8 neighbors, serving 


area of more 


KGW's the oF 


REPRESENTED NATIONALLY BY EDWARD PETRY & CO., Inc. 


: S. 
than 60,000 person 
ye 10 Beaverton! 


15 
enterprise at work in a democ- 
racy.” 

The program is being conducted 
on a section-by-section basis. The 
first area, in which the messages 
will be concentrated in 1952, com- 
prises California, Oregon, Wash- 
ington and Utah. Only papers in 
jareas in which there is a concen- 
|tration of can-making and can- 
using industries will carry the 
| messages. 
| Ryan to Rogers Publishing 
| Joseph F. Ryan, formerly with 
|Stewart, Dougall & Associates, 
' New York management and mar- 
keting consultant, has joined 
| Rogers Publishing Co., New York. 
| He will be in the New York office 
|as representative for Design News 
‘and Purchasing News. 


Aronda Chemical to Admiral 


Aronda Chemical Co. has ap- 
pointed Admiral Advertising, New 
York, to handle consumer adver- 
tising for Odagon, a chemical de- 
odorant and disinfectant originally 
marketed in the industrial field 


House & Gardep 


House & Garden 
family heads are 
community leaders 


are executives, 


proprietors, 
| ° 
| managers or officials 


4% 


| 
} 
are professional men 
| Subscriber survey, 1949 
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MORE READERS... 
MORE BUYERS... 


% 9 


MORE ELKS... fetta 
Ke 


ofan 


In 1942 The Elks Magazine had 


499,085 subscribers. 


Today that audience has more than 


doubled . . . a growth 85% faster 


than U.S. population. 
And one million-plus Elks buy 


more than most readers because 


their incomes are double the 
national median. 


MAGAZINE 


_ New York « Chicago * Detroit + Los Angeles 


+ You're in 
“Selling” Clover 
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ously and effectively blankets the area. 2. tatensive 
Source: Copyright 1952 Sales Management Survey of —- 


Buying Power; further reproduction not licensed. 


WORCESTER 
COUNTY 
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For maximum, intensive coverage of the & 
155,000 Worcester Market families, adver- | 
tise in the Telegram-Gazette. Circulation of 
153,234 daily and 104,542 Sunday continu- 


. ve 


von 


Take udvantage of the prosperous, respon- 
sive Worcester Market to put volume in your 
sales. Worcester County retail sales have 
jumped to $612,540,000—a 13% boost 
over 1951! 


WORceEstER’S WONDROUS TWINS P 


7 


RCESTER 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


George F. Booth, Publisher 


AND 
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Newsprint Price 
May Jump Soon 
by $5-10 a Ton 


Some Doubt It, However; 
Little Likelihood Seen 
of Book Paper Boost 


New York. May 13—Higher mill 
prices for newsprint are probable 
during the next month. That’s 
what several mill representatives 
here think. Higher newsprint 
prices, when they come, are ex- 
pected to range between $5 and $10 
a ton. The present contract price 
here is $116 a ton. 

The opinion that higher news- 
print prices will be announced be- 
fore the beginning of the third 
quarter, while widely held, is by 
no means unanimous. Many believe 
that Canadian mills will hold off 
on price hikes until fall. 


® A Canadian press report quoted 
H. J. Symington, board chairman 
of Price Bros. & Co., as saying that 
there must be price increases in 
newsprint but that production cost 
increases cannot all be met by add- 
ing to the consumer price. 

An Associated Press dispatch 
from Quebec, May 3, reported Pre- 
mier Maurice DuPlessis as saying 
that Quebec newsprint companies 
have not decided to increase the 
price of their product. If an in- 
crease is decided upon the Quebec 
government will study problems 
arising from it. 

In Toronto, pulp and paper com- 
panies and nine unions affiliated 
with the American Federation of 
Labor are deadlocked over a new 


wage contract. 


| 
|@ Of interest last week in the New 


York market was an offering 
of about 300 tons of newsprint in 
odd-size rolls by a local operator | 
at $110 a ton. This paper, original- | 
ly made for export, is all 5% over- 
weight. 

Sales of regular newsprint stock | 
in standard rolls for 30, 60 and 
90-day delivery, in the so-called | 
black market, are being made at 
about $135 a ton. Orders, however, 
are sporadic. Eight months ago, the 
spot price on this kind of paper 
was more than $200 a ton. 


® In the book paper field, there is 
little activity. Publishers’ inven- 
tories are reported high, mer- | 
chants’ stocks are plentiful and 
buying is slack. In the face of cur-| 
rent market conditions, there seems 
to be little likelihood of any major | 
price change in the immediate fu-| 
ture. 

Both production and orders for 
paperboard are down. For the week 
ending May 3, production was 
21.1% below the like period last 
year, and new orders were down |! 
45.9%, according to National Pa- 
perboard Assn. Both decreases are 
more than seasonal. | 


Bird & Son Appoints Wood 

Bird & Son, E. Walpole, Mass., 
maker of rugs, floor coverings, 
roofing, shingles, fibre boxes and 
special papers, has appointed How- 
ard O. Woods, formerly v.p. and 
marketing director for Towle Mfg. 
Co., Newburyport, Mass., manufac- 
turer of sterling silver tableware, 
director of marketing. He will be 
in charge of all advertising and 
marketing activities. 


Two Join Katz Agency 

Stanley Schloeder and Alfred I. 
Miranda have joined the television 
sales staff of Katz Agency, New 
York, national advertising repre- 
sentative. Mr. Schloeder formerly 
was manager of the spot radio and 
TV time buying section of Ruth- 
rauff & Ryan. Mr. Miranda left the 
advertising sales staff of Vogue to 
join Katz. 
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Getting Personal 


Executives of Esquire Inc., New York, gave a testimonial luncheon 
a couple of weeks ago for A. L. Blinder, newly appointed executive 
v.p., to celebrate his 20th anniversary with the company. The lunch- 
eon was held in the new Esquire exhibit hall, with David A. Smart, 
board chairman, presiding... 

Another anniversary was celebrated May 1 with a dinner at the 
New York Advertising Club marking the 25th anniversary of 
Atherton & Currier. J. William Atherton, president, presented in- 
surance policies to staff members, and from the staff received a set 
of golf clubs. Mementos of the occasion were sterling compacts for 
the girls and billfolds with silver name plates for the men. .. 

On April 30, Leon Forsyth, merchandising manager of KNX, Los 
Angeles, and the Columbia Pacific Network, became a first-time 
father. New member of the family is Randall Scott Forsyth, who 
checked in at 9 pounds, 4% ounces. .. 


BUSINESS AND PLEASURE—In Nossau, after attendance at a Florida convention, 

are (left to right) Mr. and Mrs. Virgil D. Angerman of Chicago and Mrs. Joseph S. 

Sprov! and Mr. Sproul of New York. Mr. Angerman is publisher of Science & 
Mechanics, and Mr. Sproul is general manager of Ace Fiction Comic Group. 


Western Advertising Golfers Assn., the Chicago oldster among 
clubs of its kind, has a new perpetual trophy named in honor of 
Lloyd Maxwell, v.p. of Roche, Williams & Cleary, who has be- 
longed to the organization for 40 years and has been its president 
twice. Opening of the competition for the Maxwell Trophy was the 
tee-off at Bob-O-Link May 16... 

Jack Whitehead, account executive at WSAI, Cincinnati, has been 
elected commander of VFW Post 3186, Southgate, Ky...A. Roy 
Tribble, National Transitads representative lately transferred to 
Chicago from Boston, returned to The Hub to claim one item he 
hadn’t moved to his new location. He and the new Mrs. Tribble 
will settle in Chicago after the honeymoon. .. 


ARTY AGENCY—Kudner Agency employes—those who draw for money and those who 

draw for pleasure—held their first semi-annual art exhibit at the New York office 

recently. Fifty-six entries were on exhibit. Left to right, art in hand, ore Bill Stein, 

first prize, professional; Dick Adamec, second prize, amateur; Mary Caputi, first 
prize, amateur; ond Jerry Skelly, second prize, professional. 


Edwina D. Fredericks, director of the advertising copy and art 
department of the Times-Picayune and States, was chosen Adver- 
tising Woman of the Year in New Orleans by the New Orleans Ad- 
club. Larry Guerin, p.r. and ad manager of Lykes Bros. Steamship 
Co. and adclub president, said Mrs. Fredericks had aided in in- 
creasing the stature of the profession, raised its standards and de- 
veloped others in the field through an intern plan she instituted at 
the newspaper. . . 

More than 200 business associates and friends went to the Wal- 
dorf-Astoria recently to honor Miss L. M. Guth on her retirement 
from active business as treasurer of Emerson-New York Inc. Miss 
Guth joined Emerson in 1915 when the company was first organ- 
ized... 
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These are Institutions / 


@ HOTELS, MOTELS 
@ SCHOOLS, COLLEGES 


@ HOSPITALS, 
SANITARIUMS 


@ RESTAURANTS, 
CAFETERIAS 


@ GOVERNMENT AND MiILI- 
TARY INSTITUTIONS 


@ PUBLIC AND PRIVATE 


INSTITUTIONS 
@ INDUSTRIAL CAFETERIAS 
@ CLUBS, % 


ft 


POST EXCHANGES, 
OFFICERS’ CLUBS 


@ QUARTERMASTER AND 
SUPPLY CORPS 
@ ARMY, NAVAL AND AIR- 
FORCE BASES 
@ SHIPYARDS ORDNANCE 
PLANTS, ENGINEERING 
CORPS 
@ TRANSPORTATION 
SYSTEMS 


@ JOBBERS, DEALERS, 
WHOLESALERS 


Sm cnt aie pet 


genuinely large scale operation. Whether it be a hospital, hotel or restaurant chain . . . whether 
it be a university, club or government procurement agency . . . the administrative personnel, by 
nature of the vital and far-reaching functions of these various institutions, thinks BIG, plans BIG, 
buys BIG! That's why, when you approach this tremendous market, you have to think BIG, plan BIG 
and be prepared to se// BIG! 
Here is a mass market that operates on a mass basis! No matter what your product may be, if it is 
required for any phase of mass feeding or mass housing, these institutions need this product now ... 
and in volume. The extent of this volume may be measured in terms of estimates made by the 
Department of Commerce and additional data gathered by the Marketing and Research Bureau of 
Ve Institutions Publications. These estimates place the annual purchases for institutions, including new 
: construction, remodeling, furnishing, maintenance and operating supplies conservatively at more than 


: | $9,000,000,000. Food sales among these institutions account for an additional $13,000,000,000 .. . 


T AKE any one of the thousands of units that make up the institutions market and you have a 


NATE TELE a Bin Ser tm 


28% of the total food dollar volume of the country! 
This is the market you reach when you use INSTITUTIONS Magazine and INSTITUTIONS Catalog 
Directory. These are the only publications which serve all segments of this market. To place your 
product story before all of the major buying factors in the institutions field, use INSTITUTIONS 
Magazine and INSTITUTIONS Catalog Directory to do a complete all-covering and all-embracing 
promotional job! 


1801 PRAIRIE AVE., CHICAGO 16, ILL. 
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General Fruit Products Ir 


reamery Package Mfg 


International Molded Plastics 
The International Silver Cc 
The Jackson Dishwasher Co 
Jamison Cold Storage Door Co 


Jenn Air Products 


Jewett Refrigerator Co. Ir 


Jordon Refrigerator Co 


Kay Electric Co, Inc 


Kewanee Industrial Washer Cor 


Keyes Fibre Sales Corp 

Keystone Brass Works 
Applied Plastics Div 

Kidde Manufacturing Co 
tanley Knight Corr 

Paul F. Kraeft 

LaCrosse Cooler Co 


Lakeside 


The | 


Lamson é 
Landers, Frary & Clark 
Lasar Mfg 


Legion Stainless Sink Corp 


Legion Utensils C 
Leitner Equipment C 


er 0 
Leland Detroit Mfg. Co 


Lewis Hotel Training School 


bbey Glass, Div. Owens-Iiline 


Corp 


id Mfg. & Sales, Inc 


werator Div, Americar 
Machine & Foundry Co 
Lyons-Alpha Products Co 


Viagic-Chef, Inc 


Maqik tch'n Equipment Corp 
eable Steel Range Mfq 


Ma 
Market Forge Co 
Mayer China 
McCall Refrigerator Corp 
McClintock Mfg. Co 
McCray Refrigerator Co 
The McDonald Cx 
uw 

Products Div 
McKee Glass Co 


Mealpack Corp 


Measuring Device Corp 
M JM Mfg. Co 
Metaline Corp 


Metalwash Machinery Corp 


Metropolitan Wire Goods Corp 
Middleby-Marshall Oven Co 


Midwest Hotel Show 
Miller & Carrell Mfg. Co 
Mills Industries, Inc 

kee Lace Paper Co 
The Montague Co 

uw 


Vonitor Process Corp 
Nahdgee In 


Nash-Kelvinator Corp 


Netional Electrical Mfrs. Assr 


National Hotel Exposition 
National Cornice Works 


National Restaurant Associatior 


Norris Dispensers, Inc 
ing Truck & Caster 

Brien Dicer, In 

amuel Olson Mfg. Co. Ir 

Ison Products Corp 

neida, Ltd 

ndaga Pottery | 

val Wood Dish Corp 

Paperlynen Co 

Royce L. Parker, Inc 
Shepherd Parrish Co 


Pasteuray Corp 
Patented Appliances, Inc 


Perfect Automatic Egg Timer ¢ 


Mfg. Co 
Pikes Peak Plastics, Inc 

J C. Pitman & Sons, Ir 
Plastics Mfg. Co 

Polar Ware Company 
Prince Castle Sales Div., Ir 


gressive Metal Equipment 


Prolon Plastics (Div. Pro-phy 


ac-tic Brush Co 
Puffer-Hubbard Mfg. Co 


he P 


adish Rosette Cc 
Read Standard Core 


Reed & Bartor 


Reput tee orp 
Restaurant Product 
Reynolds Electr ( 


Robertshaw-Eulton Controls 


Russell Harrington Cutlery 
& R Soda Fountain Mfg 


alvajor Company 


avory Equipment, Ir 
Fred Schmid Associate 
eco C Ir 
ervco Equipment Co 
ervice Appliance Corp 
ervice Ideas, Inc 
erVrite Mfq. Co 
hane Uniform Co., Inc 
he Shea Mfg. Co 
The Shenango Pottery Co 
herer-Gillett Co 

ex Lo 


te, Inc 
ver Br ush Works Inc 
Products Co 
hn E. Smith's Sons Co 
outhern Equipment Co 
sparkier Mfg. Co 
pun Alur 


oodnow Mfg. Co 


McGraw Electric Co, Toastmaster 


num Products Cc 


Speedy 
Har 
Stainle 
The 
tanley 
tar Mfg 


Wulf¥ 


A 
The Wy 


a Ba 


é 


FURNISH § 


Americ 


Amer 
Amer 
Amer 


Americ 
Ard Mfg 


Aut 
Barr 


The Bass Div. « 
Stewart-Warner Corp 
The Belm 
& & 


Bennett Mfg 


Biar 


Boltaflex 


Sales 


A. Brandwein 


Craftmaster 
The Den 
Detroit 
Duplicopy C 


A J 


Durable Mat Co 
The Eng 
Eversteady 
Expert 


Faries 


Farley & L 


re Brewer 


Finkel Outdoor Products, Inc 
Firestone Industrial Products 
Firestone Plastics Co 
Flex-O-Lators, Inc 


Foldcraft, Inc. (Mahr-Bufton Co 


Gannon Manufacturing Co 
Samuel S. Gelber Co 
The General Fireproofing Co 
;00dall Fabrics, Inc 
Haldeman-Langford Mfg. Co 
Hamilton Mfg. Corp 
Hamilton Products Cc 
Harvard of Cleveland 
Heims Products Inc 
Henderize, Inc 
Heywood-Wakefield Co 
Horner Woolen Mills 
Hospo Organization 
Howe Folding Furniture, Inc 
Hunter Douglas Corp 
J. & G. Lamp Mfg. Co 
Johnson Plastic Tops, Inc 
Jore & Co 
A. & M. Karagheusian, Inc 
Kenmar Mfg. Co 
Knoll Associates, Inc 
Koffler Sales Corp 
Koppoware Products Mfg 
Kreuger Metal Products 
& B. Products Corp 
A. W. Lammers Co 
LaSalle Products Co 
Lawrence Metal Products, Ir 
James Lees & Sons Co 
evel Div. Mason & Parker 
Mfg Co 
William Liddell & Co., Inc 
Lloyd Mfg. Co 
Lorraine Metal Mfg. Co 
Marsch Mfg. Co 
The Masland Duraleather 
Metallic Arts Corp 
Metal Products Engineering 
Midwest Folding Pr 
Mitchell Mfg. Co 
Mohawk Carpet Mills, Inc 
Molla, Inc 
The Monroe Co 
Morton Textiles, Inc 
The R. C. Musson Rubber Co 
National Store Fixture Co 
vw e 
North Star Woolen Mill Co 
The Northwestern Corp 
W. P. Outten Co 


ducts 


Owens-Corning Fibergias Corp 


Decorative Textiles) 
Parkwood Laminates, Inc 
Petro Moore Mfg. Co 
The Portable Light Co, Inc 
Presto Plastic Products Co 
Progressive Industries, Inc 
Louis Rastetter and Sons ( 
Raton Mfg. Co 
Rhein Bros 
Roland & Roland, ir 
Rolscreen Company 
Royal Metal Mfg. Co 
Sheffield Display, Inc 
Shwayder Bros. Inc 
Simmons Co 


Sloane Robinson Equipment Cc 
The Sponge Rubber Products Cc 


Stakmore Co., Inc 

Standart Distributors, Inc 

Superior Rubber Mfg. Co 

Superior Sleeprite Corp 

Susquehanna Mills, Inc 

Thonet Industries, Inc 

Tomlinson of High Point 

Tri-Par Mfg. Co 

Tropic-Craft 

C Lite Mfg. Co 

S. Chaircraft Mfg. C 
S. Cocoa Mat Corp 

nited States Rubber Co 
Carpet Cushion Dept 

nited States Rubber Co 
Coated Fabrics Dept 

end-Rite Mfg. Co 

he Verplex Co 

Vogel-Peterson Co 

Wear Proof Mat 

Webb Mfg. Co 

Webcraft Co 

West Coast Ir 
Whitney Sales Co 

The Wisconsin Chair Co 


stries 


Wittlif® Furniture Brace 


Advance Floor 

Air-Rite, Inc 

American Aerovap, Inc 

The American Floor Surfacing 
Machine Co 

The American Laundry 
Machinery Co 

American Standard Mfg. Cc 

American Stee! Wool Mfg 
Co., Inc 

Artmoore Co 

Ballantyne Flame Proofing 

The Ballymore Co 

Beier & Co 

Berman Chemical Cc 

Bil-Jax, Inc 

Bolens Products, Div. Food 


Machinery & Chemical Corp 
Boyle-Midway Inc., Correctair Div 


Breuer Electric Mfg. Cc 


Brillo Mfg. Co 

Bromm Chemical Co., Inc 

Brown Co 

Buffalo Fire Appliance Corp 

Burr Chemical Co 

Cadillac Plastic Co 

Jules Campos, Inc. (Protekote) 

Cardinal Chemical Corp 

Champion Lamp Works 

Chemical Service of Baltimore 

Chicago Roller Skate Co 

Clarke Sanding Machine Co 

Clements Mfg. Co 

Columbus-Dixon, Inc 

Continental-Diamond Fibre Co 

Cook Machinery Sales Co 

C-0-Two Fire Equipment Co 

The Martin Dennis Co 

The Diversey Corp 

The C. B. Dolge Co 

E. I. DuPont de Nemours 
& Co., Inc 

Economics Laboratory, Inc 

Economy Valve Co 

Economy Valve Seat Co 

Elron 

Federal Fibre Corp 

Fenwal, Inc 

Finnell System, Inc 

Flash Box Opener Co 

Flour City Brush Co 

Freeman Paper Co 

Fuld Bros 

The Fuller Brush Co 

The Fyr-Fyter Co 

Gasway Corp 

Geerpres Wringer, Inc 


General Electric Co. (Commercial 


Cleaners) 

General Wire Spring Co 

Gennett & Sons, Inc 

Grand Specialties Co., Allied 
Mfg. & Sales Co. Div 

sravely Motor Piow & Cult 
vator Co 

Grow Mfg. Co 

Health-Mor, Inc 

Hild Floor Machine Co 

Hillyard Chemical Co 

Hoffco, Inc 

J. 1. Holcomb Mfg. Co 

R. M. Hollingshead Corp 

Holt Mfg. Co 

The Hoover Co 

The Hospital Specialty Co 


Huebsch Mfg. Co., Div. The Amer 


can Laundry Machinery Co 
Hysan Products Co 
Ideal Power Lawn Mower Co 
International Chemical Co 
The International Nickel C 
Institutional Supply Co 
Invincible Vacuum Cleaner Mfg 
Ivano, Inc 
J” Chemical Works 
Jerclaydon, Inc 
S. C. Johnson & Son, Inc 
The Kent Co., Inc 
J. F. Kerns Co 


The Kilbourne & Jacobs Mfg. C 


Klenzade Products, Ir 

Kurly Kate Corp 

Lake Chemical Co 

S. C. Lawlor Co 

The F. H. Lawson Cc 

Walter G. Legge 

The Leonard Co 

The Linen Supply Associat 
of America 

Master Metal Products, Ir 

asury-Young Co 

W. J. McEImoy! C 

Miracloth Corp 


Modern Mfg. Co 
Modglin C Inc 
P. 0. Moore, Inc 


J. W. Mortell Co 


Multi-Clean Products, Inc 


onal Cotton Council 


National Dryer Sales Corp 
National Sanitary Supply 
Association 


National Super Service 
O’Brien Mfg. Co 

Orkin Institute of Industria 

Sanitation 

x Fibre Brush Co, Inc 
Parker Sweeper Co 
J. V. Patten C 
The Penetone Co 

Penn Metal Corp. of Penna 
Pioneer Chemical & Mfg. Co 
Plaracot Corp 
Porcelene, Inc 

Procter & Gamble (Ivory Soap) 
Pynol Co 
Pyrene Mfg. Co 
Randolph Laboratories, Inc 
Rapidip, Inc 
The Regina Corp 
Edw. E. Robinson, Inc 
The Rol-Away Truck Co 
Rosemary Corp 


Rubon Products 


E. J. Scarry & Co 

Max Schling Seedsmen, Inc 

J. A. Sexauer Mfg. Co, Inc 
mplicity Mfg. Co 

nap Products Corp 

Speco, Inc 

peed Queen Corp (Ironer Div.) 


ery: -THESE MANUFACTURERS OF MASS FEEDING, MASS 


FOR THE! 


Spencer Turbine Co 
Sperti Faraday, Inc 
Standard Oil Co. (Indiana 
Standard Pressed Stee! ¢ 
Straube! Paper Co 
Superior Chemical Produc: 
Superior Electronic Co, | 
The Thomas Co 
United Enterprises, Div. D 
nited Floor Machine Co 
nited Maintenance Sales 
Venetian Blind Laundry E: 
ment Co 
Virginia-Carolina Chemica 
Ware Fuse Corp 
West Disinfecting Co 
stern Waterproofing C 
White Mop Wringer Co 
Witt Cornice Co 
Worth Lacquer & Chemic: 
Wyandotte Chemicals Cor 
Zephyr Laundry Machiner 
Zimmerman Packing Co 
4 


DING PRODUCT 


Acme Bulletin Co. — 
Addex Corp 4 
Aerco Corp. 


Acme Advertising Agency 
The Adservice Co 
Advertisers’ Service 
The Advertising Corp 
Advertising Council Inc 
Advertising Production 
Aitkin-Kynett Co 
Barton Alexander, Advert 
Allbright Associates Adver 
Allen & Reynolds 
Allied Advertising Agency 
Anderson-McConnel! Adver 
Agency 
Bruce Angus Advertising / 
Gabriel Antony Co 
John Falkner Arndt & Co 
Rupert Arnold Advertising 
The Arrick Co 
Arranz & Sudler 
Ashby, Inc 
Frederick Asher, Inc 
Associated Advertising Age 
Associated Writers 
Atlantic Advertising 
Cliff Aubert 
Ray Austrian & Associates 
Earl Avery Advertising 
Wesley Aves & Associates 
N. W. Ayer & Son, gnc, 
Fred Babbin Advert}s ng 
Badger & Browningp& Parc 
W. H. Badke Advegtising / 
C. Baer Co a! 
Gordon Baird AssoNates I 
Baisch Advertising Agency 
Baker, Johnson & Dickinso 
W am Balsam Advertisin 
Barlow Advertising Agency 
Barnes Advertising Agency 
Arthur C. Barnett, Advert 
Burke Bartlett Co. Inc 
M. Basford Co 
Bass and Company, Inc 
Ted Bates, Inc 
T. H. Batman, Advertising 
Batten, Barton, Durstine & 
Isborn Inc 
Batz-Hodgson-Neuwoehner 
Advertising Agency 
Bauer Advertising, Inc 
Adrian Bauer Adv. Agcy 
Bayless-Kerr Co 
Beacon Advertising Associa 
Beatty and Oliver, Inc 
Beaumont, Heller & Sperlir 
Beeson-Reichert, In 
Beldon & Hickox Advertisir 
Bell Advertising Agency, In 
George Bentley & Associat 
Benton & Bowles, Inc 
Bergman-Jarrett Co., Inc 
Ted Bernstein Associates 
Lee S. Biespiel Advertising 
The Blakemore Co 
Chas. Blum Advertising 
Bonsib Advertising Agency 
W. Earl Bothwell, Inc 
Leo P. Bott Jr., Advertising 
Boudinot Advertising 
Bozell & Jacobs, Inc 
Bresk Advertising Agency 
Brisacher, Wheeler & Staff 
Frank R. Brodsky 
Brooke, Smith, French & D 
Inc 
E. H. Brown Advertising A 
Brown & Quick Associates 
Brown, Roberts & Bangert 
The Charles Brunelle Co 
Buchen Co 
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5S HOUSING PRODUCTS SELECTED 
HEIR ADVERTISING IN THE PERIOD FROM JANUARY 1951 
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c 
Indiana 
Steel Co 


Products Inc 
; Co., Inc 


ine Co., Inc 
e Sales Corp 
ndry Equip 


hemical Corp 


Co 
fing Co 
r Co 


Chemical Co 
als Corp 
achinery Co 
9 Co 

é 


Airtemp Division of Chrysler Corp 

American-Marietta Co. (Valdura 
Div.) 

American-Olean Tile Co 

American Radiator & Standard 
Sanitary Corp 

American Shuffleboard Co 

Amplex Corp 

Armstrong Cork Co 

Atlas Sound Corp 

Bakelite Div. Union Carbide & 
Carbon Co 

Beaver Art Metal Corp. 
Advance Scaffold Div 

Best Universal Lock Co, Lac 

Bradley Washfountain Co 

Brunner Mfg. Co 

The Celotex Corp 

Certified Fluorescent Starter Mfrs 

Chelsea Fan & Blower Co, Inc 

Chicago Watchclock Div, Great 
Lakes Industries, Inc 

C.F. Church Mfg. Co., Div. Amer- 
ican Radiator & Standard Sani 
tary Corp 

Coates Electric Mfg. Co 

Columbus Coated Fabrics Corp 

Comfort Products Corp 

Curtis Mfg. Co 

Cyclotherm Corp. 


VERTISING 


Agency 


tion 


Advertising 
s Advertising 


Agency 
I! Advertising 


‘tising Agency 


& Co., Inc 


ertising Agency 


ng Agency, Inc 


Parcher, Ir 
1g Agenc 


83 ates, Inc 


Agency 
Dickinson 
dvertising 
Agency, Ir 
Agency 
Advertising 
Inc 


yertising 
irstine & 


woehner 


y 


Agcy 


|} Associate 
Inc 


& Sperling, Inc 


Advertising 
yency, Inc 
Associates 
Inc 

o., Inc 
ciates 
vertising Agency 


ising 
Agency 
Inc 
jvertising 
ng 

ne 
Agency 
& Staff 


mch & Dorrance 


rtising Agency 
sociates 
Bangert Inc 
le Co 


Bull Advertising Agency 

Will Burgess & Co 

R. J. Burke Advertising, Inc 

Burlingame-Grossman Advertising 

Leo Burnett Co, Inc 

Burton, Inc 

Les Butler Advertising 

Cabbott & Coffman Inc 

Caldwell, Larkin & Co., Inc 

Calkins & Holden, Carlock 
McClinton & Smith, Inc 

The Calloway Associates 

Campbell-Mithun, Inc 

Campbell-Sanford Advertising Co 

Canaday, Ewell & Thurber 

The Caples Co 

Wayne M. Carleton Advertising 

The Carpenter Advertising Co 

Geo. L. Cartlich Advertising 

Casler, Hempstead & Hanford, Inc 

Cayton, Inc 

Cecil & Presbrey, Inc 

Chamberlin-Junk Adv., Inc 

Chapin-Damm Advertising 

Chapman-Nowak & Associates 

Charles J. Charney Associates 

James Thomas Chirurg Co 

Bayard H. Clark Co 

Cloudman Oldham Advertising, Inc 

Velma Cloward Advertising 

Co-Art Associates 

Cohen & Marks 

Albert Coleman Advertising 

Russell C. Comer Co 

The Compton Advertising Co 

Comstock & Co 

The Condon Co. Inc 

Contact Advertising Associate 

Allan J. Copeland Advertising 
Lynn Coy 

Cramer-Krasselt Co 

Crescent Advertising Service 

Advertising Agency Inc 


romwe 


Samuel Croot Co., Inc 
Cruttenden & Eger Advertising 
Agency 


ummings, Brand & McPhersor 
inningham & Walsh Inc 
Dancer-Fitzgerald 
DArcy Advertising Co 
The Davis Press 
Casseres and Associates 
Denham & Co 
DePerri Advertising, Inc 
Doe-Anderson Advertising Agency 
W. B. Doner Co 
Doyle, Dane, Bernbach, Inc 
Doyle, Kitchen & McCormick, Inc 
J. N. Draznin Associates, Inc 
DeRosier, Inc 
Dudgeon, Taylor & Bruske, Inc 
Roy S. Durstine, Inc 
Earl & Benjamin Advertising 
Service 
Eastburn & Siegel, Advertising 
Adam F. Eby Advertising 
Eddy-Rucker-Nickels Co 
Edelstein, Nelson Advertising 
Agency 
Ehrlich & Neuwirth Inc 
John P. Eldridge Advertising 
The Emery Advertising Co 
Harvey Epstein Advertising Inc 
Erber Advertising Agency 
Erwin, Wasey & Co 
Ewell & Thurber Associates 
F. H. Faber Advertising 


Sample, Inc 


John B. Fairbairn, Advertising 
H.W. Fairfax Advertising 
Agency, Inc 


Dayton Safety Ladder Co 

Deco Sales Div, U. S. Plywood 
Corp. (Kalistron) 

The Di-Noc Co 

DuKane Corp 

C. A. Dunham Co 

Duro-Test Corp 

Electric Cord Co 

Electro-Plastics Co 

The Emerson Electric Mfg. Co 

Executone, Inc 

Fedders-Quigan Corp 
Conditioning) 

Fedders-Quigan Corp 
Coolers) 

Fiash Fire Alarm Co 

Fleur-O-Lier Mfrs 

Fluorescent Fabricators 

The Formica Co 

Frigidaire Division General Motors 
Corporation 


(Air 


(Water 


General Electric Co. (Chemical 
Dept.) 

General Electric Co. (Lamp 
Division) 


General Fittings Co 

B. F. Goodrich Flooring Division 

Goodyear Tire and Rubber Co 
Inc 

Graybar Electric Co 


AGENCIES THAT PLACED THIS 


Farquhar & Co 
Rex 


b arse 


Farrall, Inc 

n, Huff & Northlich 
Federal Advertising Agency, Inc 
Fellows Advertising Agency 


Fitzgerald Advertising Agency 
Flavin Advertising Agency 
Foote, Cone & Belding 


For-Gan Advertising Agency 

Foster & Davies, Inc 

Foulke Agency 

Fox & MacKenzie 

Herbert W. Frank Advertising 

Albert Frank-Guenther Law, Inc 

Roy A. Franke Advertising Agency 

Oakleigh R. French & Associates 

Fuller & Smith & Ross, Inc 

Fulton, Morrissey Co 

Gardner Advertising Co 

Donald W. Gardner, Inc 

H. M. Gardner & Associates 

Geer, DuBois & Co., Inc 

Geer-Murray Co 

Edwin €. Geiger Advertising 

John Gerber Advertising 

Gerst, Sylvester & Walsh, Inc 

Gerstel-Loeff Advertising 

Gerth-Pacific Advertising Agency 

Geyer, Newell & Ganger Inc 

Gibbons-O'Neil, Inc 

Wm. Glazer Advertising 

Jordan, Stoetzel Inc 

H. J. Gold Co 

Goold & Tierney Inc 

The Phil Gordon Agency, Inc 

Gotham Advertising Co., Inc 

Grant Advertising, Inc 

Paul Grant Advertising 

Graves & Associates 

Gray & Rogers 

Ernest Wm. Greenfield, Inc 

Gregory & House 

Grey Advertising Agency 

Grimm & Craigle 

The Griswold-Eshieman Co 

Richard L. Grossman, Advertising 
H. Gross & Associates 

Grubb & Peterson, Advertising 

Guenther-Bradford & Co 

Leonard Gussow-James Hyman 

The Gutman Advertising Co 

J. M. Haggard Advertising 

Marvin Hahn Advertising 

Haldeman and Schindler, Inc 

Melvin F. Hall Advertising Agency 

Edward Hamburger Advertising 
Company 

Hanford & Greenfield, Inc 

George H. Hartman Co 

Hartogensis Adv. Co 

H. W. Hauptman Co 

Harry Hurst Advertising 

Hays Advertising Agency 

Hazard Advertising Co 

Henke & Associates 

Henri, Hurst & McDonald, Inc 

Herrod & Associates 

J. M. Hickerson, Inc 

Hicks & Greist, Inc 

W. S. Hill Co 

Hoag & Provandie, Inc 

Hockaday Associates, Inc 

Hoffman & York, Inc 

L. G. Holland 

Hollingsworth & Collins 

H. A. Hooker Advertising Agency, 
Inc 

Hopcraft-Keller Inc 

Horton-Noyes Co 

House & Leland Advertising Agency 


Glenn 


Hachmeister, Inc 

Hapman-Dutton Co., 
Div 

Stewart Hartshorn Co 

Haslett Chute & Conveyor Co 

Heat-Timer Corp 

Hood Rubber Co 

Hotstream Heater Co 

Hudson Brass Co., Inc 

Iilinois Engineering Co 

International Steel Co., Van Kanne! 

Joanna Western Mills Co 

Johns-Manville Corp 

Josam Mfg. Co 

Kant-Slam Door Check Co 

Kauffman Air Conditioning Co 

Kaylo Div., Owens-Illinois Glass Co 

Kellogg Switchboard & Supply Co., 
Select-0-Phone Div 

Keller Products Company 

Ken Products Co 

Kentile, Inc 

Kewanee Boiler Corp., Div. Amer- 
ican Radiator & Standard Sani- 
tary Corp 

Keystone Wire Cloth Co., Div 
Seneca Wire & Mfg. Co 

Kohler Co 

The Kompolite Co., Inc 

Leader Electric Co 


Dutton Boiler 


E. T. Howard Co., Inc 

Chas. W. Hoyt Co., Inc. 

James W. Huff Advertising 

George W. Hughes Advertising 

Christy Humburg Advertising Agency 

H. B. Humphrey, Alley & Richards 
Inc 

The Huwen Company 

Ingalls-Miniter Co 

Jackson & Co 

Wilfred A. Jacobi Advertising 

Jamian Advertising Agency 

The Jaqua Co 

Jaster Advertising Agency 

Jefferson Advertising Agency 

Ray C. Jenkins Advertising 

William Jenkins Advertising 

Johnson & Johnson Advertising 

Johnson, Read & Co 

Duane Jones Co 

The Ralph H. Jones Co 

Jones & Taylor & Associates 

George N. Kahn Co., Inc 

Kaplan & Bruck Advertising 

Joseph Katz Co 

Kauer & Associates 

Kaufman-Strouse Advertising 

Keck Advertising Agency 

Keeling & Co 

Keelor & Stites Co 

Keller-Crescent Company 

Don Kemper Co., Inc 

Kencliffe, Breslich & Co 

Kennedy & Co 

Edward C. Kennedy Agency 

J. H. Kennedy, Advertising 

Kenyon & Eckhardt, Inc 

J. M. Kesslinger & Associates 

Ketchum, MacLeod & Grove, Inc 

Kiesewetter Associates, Inc 

Kircher, Helton & Collett 

Kirkgasser-Drew Advertising 
Agency 

Klau-Van Pietersom-Dunlap 
Associates 

Frederic R. Kleiman, Advertising 

Philip Klein Advertising, Inc 

Ann Koblitz Advertising Agency 

Koehl, Landis & Landan, Inc 

Koretz, Ideas & Co., Inc 

Kreicker & Meloan, Inc 

The Krichbaum Co 

Krupnick & Associates, Inc 

Kudner Agency, Inc 

Kuttner & Kuttner, Inc 

Lambert & Feasley, Inc 

Lamport, Fox, Prell & Dolk, Inc 

Horace A. Laney 

Lang, Fisher & Stasnower, Inc 

LaPorte & Austin 

Lauesen & Salomon Advertising 

Sherman Lawrence Advertising 

Al Paul Lefton Co 

Hart Lehman Advertising Agency 

H. B. LeQuatte Inc 

Lessing Advertising Co 

Lewin, Williams & Saylor, Inc 

H. A. Lifton Advertising Associates 

Carr Liggett Advertising, Inc 

Jules Lippit Advertising, Inc 

Ross Llewellyn, Inc 

The Rich Lioyd Co 

Lockwood-Schackelford, Advertising 

The W. H. Long Co 

R. E. Lovekin Corp 

David B. Lovitz Advertising 

Henry A. Loudon Advertising, Inc 

Earle Ludgin & Co 

Arthur R. MacDonald, Inc 

Mace Advertising Agency, Inc 


Lowebco, Inc 

Lustra Corporation 

Marsh Wail Products, Inc 

D A. Matot, Inc 

Mears-Kane-Ofeidt, Inc 

The Menge! Co 

The Mercoid Corp 

Minnesota Mining & Mfg. Co 

The Mosaic Tile Co 

National Fireproofing Corp 

National Gypsum Co 

The National Plastic Products Co 

New London Engineering Co 

Northwestern Terra Cotta 
Corporation 

Norton Co 

The Ohio Can & Crown Co 

D W. Onan & Sons, Inc 

Orr & Sembower, Inc 

Owens-Corning Fiberglas Corp 
Acoustical Tile) 

Pabco Products Inc 

The Patent Scaffolding Co., Inc 

Paul Pumps, Inc 

Pennsylvania Wire Glass Co 

Potter Mfg Corp 

The Powers Regulator Co 

Radio Corp of America 

The Ready-Power Co 

Remington Corp 


MacFarland, Aveyard & Co 
MacKay Ce 
MacMa hn & Adams, Inc 
J Maish C 
M Advert 3 Agency 
M Ellis, Inc 
Conklin Mann and Sor 
Mansfield Co 
Advertising Corp 
eters, Inc 


halk & Pratt Co 
telle nardt & Reed, Inc 
George Homer Martin Associates 


J. M. Mathes, Inc 


Maury, Lee & Marshall 
Maxon, Inc 

McCain & Associates, Inc 
McCanr Er cksor Ir 


The McCarty Co 

H. J. McGrath & Associates 

McHenry-Derek Advertising 

McKee-Thompson & Associates 
hae 

McNulty Advertising Agency 

E. L. Meier Jr. Advertising 

Chas. Meissner & Associates 

Meissner & Culver Inc 

Melamed-Hobbs, Inc 

Meldrum & 

John Miller Adv ertising Agency 


Fewsmith 


C. L. Miller Co 
Howard H 


ster k & Associates 
ates 

ociates 

Morey, Humm & 


Johnstone, Inc 
Morlock Advertising Agency 
Morrison Advertising Agency 
C. Wendel Muench & Co 
Mumm, Mullay & Nichols, Inc 
Frank C. Nahser Co 
Wesley K. Nash Co 
Needham & Grohmann Inc 
Louis & Brorby 
Peron Inc 
Theodore A. Newhoff Advertising 
Agency 
Albert Sidney Noble, Advertising 
John W. Odlin Co., Inc 
Oh!sson Advertising Agency 
George E. O'Leary, Advertising 
Frederick Oliver 
C. J. Ollendorf, Advertising 
Olmsted & Foley Advertising 
Agency 
O'Neil, Larson & McMahon 
Onondaga Photo Engravers 
Robert W. Orr & Associates, Inc 
Pace Advertising Agency, Inc 
Pacific National Advertising 
Agency, Inc 
Paim & Patterson, Inc 


The Pardee Co 


Pax Advertising, Inc 
Pear a & Pascoe 
Perry-Brown, Inc 


Pettinger-Harding, Inc 
Phillips-Reick-Fardon 
Vance Pidgeon & Associates, Inc 


Milt Pierson & Associates 
Pitg Advertising, Inc 
Gordon Pihi & Associates 
P orbes, Inc 


Butler & Associates 
Port Advertising 
otts-Calkins & Holden 
el! Advertising Agency 
Edward M. Power Co. Inc 


PUBLICATIONS 


THROUGH APRIL 1952 


The Ridge Tool Co 

The Oscar C. Rixson Co 

The F. C. Russell Co 

The Safe-Tread Co 

Sedgwick Machine Works 

Simpson Logging Co 

Sloane-Blabon Corp., Div of 
Alexander Smith, Inc 

Smooth Ceiling System 

Speedway Mfg. Co 

The Stanley Works 

Sterilseat Corp. of America 

Stonhard Co 

Sylvania Electric Products, Inc 

Symmons Engineering Co 


Tilden Tool Mfg. Co 

The Tile-Tex Div., The Flintkote Co 

Troyer Driveway Service 

Typhoon Air Conditioning Co, Inc 

United States Gypsum Co 

United States Motors Corp 

United States Plywood Corp 
(Micarta) 

Jnited States Plywood Corp 
(Weldwood Fire Doors) 

Uvalde Rock Asphalt Co 

Vikon Tile Corp 

Wall Trends, Inc 

1. Weiss & Sons 


Powerad Co 

FW. Prelle Co 

Presba, Fellers & Presba, Inc 

P. W. Price Advertising 

Price. Robinson & Frank, Inc 

Product Services Group, Inc 

The Pursell Co 

Irving G. Rahr ag sing Agency 

Lee Ramsdell & ( Inc 

L. W. Ramsey round SING 

The Fred M. Randall Co 

Rea, Fuller & Co., Inc 

James Philip Reed 

Regent Co 

Reid Associates 

Reilly, Brown & Willard Inc 

Reincke, Meyer & Finn 

Reiss Advertising 

Wm. B. Remington, Inc 

Fletcher D. Richards, Inc 

Riedl & Freede, Inc 

Riley & Shay 

Ringer & Associates 

W. S. Roberts, Inc 

Elwood J. Robinson Advertising 
Agency 

Edward W. Robotham & Co 

Roche, Williams & Cleary, Inc 

Rogers & Smith Advertising 
Agency 

Roizen & Rich, Inc 

Roman Advertising Agency 

Roman Advertising Co 

Charles Edson Rose Co 

Rose-Martin, Inc 

Irving J. Rosenbloom, Advertising 

Jack Rothman Advertising 

Ruben Advertising Agency 

Ruthrauff & Ryan, Inc 

Ray Sayre Advertising 

Scheel Advertising Agency 

Scheideler, Beck & Werner, Inc 

Schnell & Associates 

Schram Co 

Scribner & Pope, Inc 

Semple Advertising Agency 

Leonard Shane 

Shaw and Schreiber, Inc 


Agency 


Raymond A. Sholi & Co 
Herbert B. Shor, Inc 
John Shrager, Inc 


Shrout Associates, Advertising 
Simmonds & Simmonds, Inc 
Leonard Sive & Associates 
Stauf Advertising Agency 

Wm. J. Small Agency, Inc 

Jos. Smith Advertising Agency 
Louis A. Smith Co 

Smith, Taylor & Jenkins, Inc 
Cory Snow, Inc 

Waiter 8. Snow & Staff 
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Westinghouse Electric Corp 
(Lamp Div.) 

Woodall Industries, Inc 

Wooster Products, Inc 

The Wilbur & Williams Co 

York Corp 

Zonolite Co 


COMPLETE OUTFIT 


Barth Equipment Co, Inc 

Bensinger Co 

Century Equipment Co 

Edward Don & Co 

Fisher Cohen Co 

Food Service Equipment Industry 
Inc 

John R. Forsyth 

Leonard Haimes Co, Inc 

Frank T. Hilliker & Associates 

Hospital Industries’ Association 

Alex Janows & Co 

National China & Equ 
Corp 

Albert Pick Co., Inc 

The Porter Equipment Co 

J. E. Stephens Associates 

Nathan Straus-Duparquet, Inc 


pment 


Ed. L. Speer Advertising Agency 
Rolfe C. Spinning, Inc 
Staake & Schoonmaker 

Clem J. Steigmeyer 

Stevens, Inc 

Stuart Stevens, Advertising 
t. Georges & Keyes, Inc 

James A. Stewart Co 

Glee R. Stocker & Associates 
strauchen & McKim 

Daniel F. Sullivan 

G. F. Sweet & Co., Inc 


Howard Swink Advertising Agency 

Symonds, MacKenzie & Co 

B J. Teach & Co 

J. Walter Thompson Co 

Tilds & Cantz 

W. L. Towne Advertising 

Robert Townsend Advertising 
Service 

Tracy, Kent & Co., Inc 

Triangle Advertising Agency, Inc 

Turner Advertising Agency 

Vanden Company 

Venable-Brown Co 

Hugo Wagenseil & Associates 

Waldie & Briggs, Inc 

Harold C. Walker, Advertising 

David E. Walsh Advertising 

Taylor M. Ward, Inc 

Ward Wheelock Co 

Tucker Wayne & Company 

Weber, Geiger & Kalat, Inc 

Wehner Advertising Service 

Wm. H. Weintraub Agency 

Weiss & Geller, Inc 

Jack C. Wemple, Advertising 

Wendt Advertising Agency 

West-Marquis, Inc 

Western Advertising Agency 

Westheimer & Block 

White Advertising Agency 

Whitehead & Sprague, Inc 

Wilheim-Laughlin-Wilson 

Albert D. Williams, Advertising 

The Joseph A. Wilner 


Wilson Advertising Agency 
Wilson Advertising Marketing 
Service 


The Winer Co 
Winius-Brandon Co 

David G. Wolaver 

Ed Wolff & Associates 

CG. B. Woodin Co., Advertising 
Wortman, Wilcox & Co., Inc 
George Wilfred Wright 
Yardis Advertising Co 

Young & Rubicam, Inc 
Zimmer, Keller & Calvert, Inc 
The Ziowe Company 
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POUND-SAVING METHOD OF MEAT ROASTING 


Seccesetul Operetors Tell How Low Temperature Roasting of Meat Works in The Kitchens, pp. 24, 25 4 
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[a any issue of INSTITUTIONS 
Magazine, check it page by page and you will discover the 
reasons for the intense reader interest it generates. Each page, 
editorially and advertising-wise, is keyed to the special man- 
agement and operating needs of all types of institutions. By 
subject every phase of institutional operation is covered in a 
practical, thorough and usable manner. It is meaty, it is con- 
structive and it is designed to be of maximum assistance to 
7 institutions executives and key personnel. Thus it creates a 
. degree of confidence on the part of the reader that is equalled peune.6a Vine Mata Gb eee ae y | 


ee ee) 


by few other publications. When your advertising appears in . : 
INSTITUTIONS Magazine your product greatly benefits by this EE Institution — 
; genuine reader interest and confidence. _” ae ety ae tea 
3 An Institutions Publications representative will be glad to fur- Pan 
nish you with tangible evidence of readership penetration and Tardatich tor 
to consult with you and your advertising agency on your mar- 
keting program to this vital and expanding market. 


. CONSULT YOUR ADVERTISING AGENCY about... 
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PUBLICATIONS 


1801 PRAIRIE AVE., CHICAGO 16, ILL. 
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Advertising Age, May 19, 1952 


Mutual's Co-op 
Business Keeps 
on Increasing 


New York, May 14—Co-op busi- 
ness was never better at the Mu- 
tual Broadcasting System. 

This is the gist of the report by 
Bert Hauser, director of coopera- 
tively sponsored programs for the 
network. 

As of May 1. 
local and regional advertisers 
backing the 25 Mutual broadcasts 
which are available for co-op 
sponsorship. Latest show to be 


added to the list is Bert Bachar- | 


ach’s “Men’s Corner,” aired Wed- 
nesdays from 7:15 to 7:30 p.m., 


there were 4,485 | 


EDT. 

Top seller in the co-op field at} 
the network is the baseball “Game | 
of the Day,” which is presented on | 
245 stations by 1,879 advertisers 
Four and one-half innings of these | 
big league games are sold locally 
The remainder of the contest is} 
sponsored by Flagstaff Brewing | 
Corp. 


8 Five Metro-Goldwyn-Mayer pro- | 
duced shows have attracted 625| 
sponsors since Jan. 1, These pro- 
grams are “Crime Does Not Pay,” | 
“The Story of Dr. Kildare,” “The | 
Hardy Family,” “MGM Theater of 


the Air” and the “Gracie Fields | 
Show.” 
Fulton Lewis Jr. is runnerup 


to baseball’s sponsor bait. His | 
Monday through Friday newscasts | 
are sold to 368 advertisers on 158 | 
stations. | 

“These two together represent | 
more local business sponsorships | 
than the combined sales of all co- | 
ops on the other networks,” Mu-) 
tual claims. 

Other leading MBS cooperative 
programs: Cecil Brown, sponsored 
on 86 stations; “Mutual Newsreel” 
on 81, and commentator Bill Cun- 
ningham on 79. 


Everlastik Mills Running 
Largest Drive for Snugtex 


Everlastik Mills Inc., Chelsea, 
Mass., is now running its largest 
campaign in newspaper magazine 
sections and women’s service pub- 
lications for its Snugtex division. 
Advertising ties in Snugtex, an in- 
ner waistband, with manufacturers 
and retailers who feature the prod- 
uct in wearing apparel. Consumer 
advertising is running in Good 
Housekeeping, Parents’ Magazine, 
New York Times Magazine and 
sections of the Metro Group, to be 
chosen soon. 

An extensive large space busi- 
ness paper campaign is also in 
progress. Publications used include 
Apparel Arts, Apparel Manufac- 
turer, Daily News Record, Men’s 
Wear and Women’s Wear Daily. 
Gilbert Advertising, New York, is 
the agency. 


NBC Sets Spot Ad Space 


National Broadcasting Co., New 
York, is expected to take the lead 
soon in standardizing the sizes of 
advertising space allotted to spon- 
sors on the 10-second TV spots 
which share the screen with sta- 
tion identification call letters. This 
basic design, which will assure ad- 
vertisers of at least three-fourths 
of the picture, will be put into 
effect on the eight stations rep- 
resented by NBC-TV spot sales. 


WHEE Appoints Furman 


Norman Furman has taken a 
leave of absence from Furman, 
Feiner & Co., New York, the agen- 
cy of which he is president, to be- 
come v.p. and general manager of 
WHEE, Boston. 


WEAN Appoints Sweeney 
William Sweeney, formerly 
manager of WAAB, Worcester, 
Mass., and WGTR, Worcester, has 
been appointed promotion and 
merchandising director for WEAN, 


Providence, R. I. | 


Sell Corp. Appoints Agency 

Burlingame-Grossman, Chicago, 
has been named to handle adver- 
tising for Sell Corp., Chicago mak- 
er of office filing equipment. Trade 
papers and direct mail will be 
used. 


Chicago Sales Execs Elect 
The’Sales Executives Club of 
Chicago has elected Floyd A. Poet- 
zinger, partner of Poetzinger, 
Dechert & Kielty, sales counseling 


organization, president. Other of- | 


as H. Coul- 
an Bildrok 
in, branch 
Rand Inc., 


ficers elected are Thor 
ter, president of Amer 
Co., and Virgil E. Los 
manager of Remingto: 
v.p.s; Jack Lunn, president of 
Easterling Co., treasurer, and L. A. 
Armstrong, v.p. of Diversey In-| 
ternational Corp., secretary. | 
| 

Max Factor Names HayhurstCo. 
Max Factor & Co., Hollywood, 
has named F. H. Hivyhurst Co., 
Toronto and Montreai, to handle 
advertising of its cosmetics prod-| 
ucts in Canada. | 


- “Looked so delicious, I couldn’t resist 


é 


ke 
x 
be 


Each night at dinner, families all over the 
country enjoy flavorful treats prepared with 


F 


canned food products that stimulate eager 


appetites. 


That good things come in cans is strik- 
ingly demonstrated by the confidence of 
American housewives who each year select 
more than 22 billion units from their gro- 


cers’ shelves. 


Sharing the responsibility for this tre- 
mendous volume are the colorful labels 
which supply both the impulse for original 


purchase and recognition for repeat sales. 

You will find the crisp clean reproduction 
assured by Oxford quality papers often the 
difference between a label that “sells” and 


one that does not. 


Your Oxford Merchant will be happy to 
help you select the right Oxford grade for 


your labels, pamphlets, recipe folders, wraps 
and other promotional material to help 


build your sales. 


The Sun Shines Bright On PADUCAH— 


@ Bank deposits up 76% in 1951. 
~ @ More than 20,000 new jobs in year. 


~ Che Paducah SunDemocrat 


Paducah, Ky. 


t 
28,000-Pius 
Daily - Sunday 


@ $500 Million Atomic Plant Is Going Up. 


Burke, Kuipers 
& Mahoney 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N.Y. 


Fe 


XFORD PAPERS 
Help Build Sales 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill. 


Mills at Rumford, Mane, and West Carroliton, Ohio 
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Start Hard Selling, 
Paul Cramer Warns 
Trade Publications 


Cuicaco, May 13—If business 
papers expect to hang on to their 
share of advertising dollars they'll 
need the biggest selling effort ever, 
members of the Chicago Business 
Papers Assn. were told yesterday 

Paul M, Cramer, director of re- 
search and formerly director of 
media for Griswold-Eshleman Co., 
Cleveland, told the group that sell- 
ing business paper advertising is 
getting tougher all the time, for 
a variety of reasons. Publications 
must prove to their advertisers 
that business paper advertising can 
and will produce results or watch 
their appropriations be cut in favor 
of an increasing number of com- 
petitors for trade advertising dol- 
lars, he said, 


8 Giving his suggestions on how 
space salesmen can improve their 
sales efforts, Mr. Cramer said “ad- 
vertising is strictly a personality 
business.” Personal selling is es- 
sential, he said, since in most in- 
stances the data to be presented is 
complicated and needs explaining 
which can be best accomplished 
through a personal talk 
Printed promotion efforts, Mr. 
™,Cramer said, should be redoubled 
@nd improved. Stressing the impor- 
@ance of having factual and clearly 
Written promotion pieces which the 
@dvertiser can really use, Mr.) 
Cramer said his agency had made 
@ study of such presentations and 
found that, out of 1,354 received, 
apiv 62 (4.6%) were good enough 
to use 


In both printed promotion and 
tual selling approaches, he said, 
ocking competitive publications 
te sell your own is a waste of time 
@id money. The business paper 
ace salesman should concentrate 
learning all he can about his 
PRospect’s business and his market, 
amd what his sales objectives are, 
@Ad then prepare a factual sales 
story showing how his publication 
C@n actually help accomplish them. 
Space salesmen fail, Mr. Cramer 
afserted, when they don’t follow 
aB adequate sales plan or concen- 
tfate their efforts on points which 
Will interest the specific advertis- 
¢. They also fail, he said, when 
ey don't close the sale, leaving} 


the prospect to make up his own | 


HELENA 
RUBINSTEIN, 
Cincinnati 
women 

saw red! 


And 
After all, they couldn't miss 


with ample reason. 
those eye-catching lip-stick 


color ads your company 
placed in the Times-Star 
last year! As a matter of 
fact, Helena Rubinsteincolor 
ads, together with those 
other 
placed the Times-Star first 
all U. S.. six-day 
newspaper in r.o.p 
linage during 1951. Thanks, 
Madame Rubinstein, for 
helping us to publish a more 


interesting and colorful 


from advertisers, 
among 
color 


newspaper for our feminine 
readers in the Cincinnati 


area. 


mind. Mr. Cramer added that many 
salesmen don’t seem to know their 
own product and suggested that 
salesmen take refresher courses in 
the art of real selling from time to 
time 


@ Outlining over-all industry prob- 
lems, the Griswold-Eshleman re- 
searcher again emphasized the 
need for more good selling on the 
part of business papers. Costs are 
higher than ever before, he said, 
and salesmen must be ready to 


justify their rates with good rea- 
sons for using business paper ad- 
vertising. 

Among the competitors business 
papers face, he listed new publica- 
tions in the field, old publications 
which are expanding to cover wid- 
er areas, general magazines and 
news weeklies, and newspapers, 
some of which now have fulltime 
industrial advertising salesmen, he 
said. 

Next month’s meeting of the Chi- 
cago business paper group will be 


an evening session June 9, at which 
Eldridge Haynes, publisher of 
Modern Industry, will speak on op- 
portunities for U. S. business pa- 
pers in Europe. 


Portland Printers Elect 

The Portland division of Oregon 
Printing Industry has elected Wil- 
liam Krieger, Schlegel Typesetting 


Co., president. Other officers elec- 


ted are: Theodore Ryder, Ryder 
Printing Co., secretary, and Frank 
Ierulli, Frank Stationery & Print- 
ing Co. treasurer. 
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GE Supply Names Colbert 


Vincent Colbert, formeriy with 
Western Lithograph Co., San Fran- 
cisco, has been appointed sales pro- 
motion manager of radio, televi- 
sion and traffic appliances for Gen- 
eral Electric Supply Corp., San 
Francisco. 


‘Life’ Promotes Forbes 

Robert Forbes, Life’s retail rep- 
resentative zone manager in San 
Francisco, has been named assist- 
ant to thé retail sales promotion 
manager in New York. 


THERE'S 
NO PLACE 


poe eee ta 


LIKE THE 


AMERICAN HO 


These are some typical cases. But for the 


whole story of the quick-sparking re- 


sponse when a good home idea meets the 


eyes of American Home’s “high-voltage” 


families, just give us a call. 
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Shasta Water Bids for Soft 
Drink Trade in Ccelifornia 

Shasta Water Co., San Francisco, 
is spending $100,000 in 1952 on a 
program “in a bid to capture the 
growing California soft drink mar- 
ket.” The beverage is being pro- 
moted under the slogan “Enjoy 
Shasta’s New Tingling Bubbela- 
tion” and copy refers to the com- 
pany’s claim that a new production 
formula keeps the sparkle lasting 
longer. 

As part of the drive, the com- 
pany will sponsor the taped radio 


series “Bold Venture,” starring 
Humphrey Bogart and Lauren Ba- 
call, Sunday nights at 6:30 over 
KCBS, San Francisco. Another 
television program—details of 
which are not yet revealed—will 
start in June. Russell, Harris & 
Wood, San Francisco, is the agency. 


Remus Harris Joins Biow 

Remus Harris, formerly with 
Doherty, Clifford & Shenfield, 
New York, has joined Biow Co., 
New York, as an account super- 
visor. 


Fitzpatrick Joins Nedick's 

Thomas F. Fitzpatri-k has joined 
Nedick’s Inc., New York, as v.p. 
in charge of the wholesale sales 
division. For the last “0 years, Mr. 
Fitzpatrick was v.p. ‘n charge of 
sales of John F. Trommer Inc., 
New York. 


Hicks & Greist Expands 

With the addition 0 several new 
accounts in the past few months, 
Hicks & Greist, New York, has 
doubled its office facilities in the 
Graybar Bldg. 


Montgomery Ward 
Does Its Darndest 
to Fill an Order 


Cuicaco, May 14—There'’s at 
least one mail order house in this 
country that goes out of its way 
to serve a customer. 

Last week an AA staffer in Chi- 
cago ordered a portable radio bat- 
tery from Montgomery Ward & 
Co. Two days later the order was 


AERIS 


OME: 


advertiser. 


Based on direct sales from leads, 
American Home has been the only 
magazine chosen every year for 21 
years by a leading insurance company 


American Home. 


From every one of the 48 states, 
orders flockéd in to a large seed ad- 
vertiser (totaling over $18,000) as 
the result of a single !2-page ad in 


our readers. 


Over % million dollars’ worth of 
American Home patterns for every- 
thing from painted chair designs to 
barbecue pits have been bought by 


23 


delivered—but instead of the item 
he ordered, the puzzled customer 
found himself the proud owner of 
a “hot spark ignition battery for 
electric fences, tractor lights, spot- 
lights.” 

A call to Wards elicited the fol- 
lowing thoughtful response from 
the young lady at the other end: 

“Whenever an item ordered 
not in stock, the company substi- 
tutes an item that it feels wiil 
serve the same purpose.” 

Anybody got an electric fence 
that broadcasts baseball games? 


is 


| Wren Heads Grant in Canada 
Joe G. Wren has been promoted 
| to president of Grant Advertising 
of Canada, Toronto. Mr. Wren was 
| associated with the home office 
| in Chicago and came to Canada in 
| 1951 as account executive on the 
| Colgate-Palmolive-Peet account. 


Bob Betts Adds Account 

Bob Betts Advertising, Denver, 
has been appointed to direct ad- 
| vertising for Arkansaw Hickory 
| Products Co., Rushing, Ark. 


| 
| For BETTER 
TYPOGRAPHY — 


phone a member below 


AKRON, O. 

The Akron Typesetting Co. 

ATLANTA, GA. 

Higgins-McArthur Company 

BALTIMORE, MD. 

The Maran Printing Co, 

BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic 
Service 


CHICAGO, ILL. 

. M. Bundscho, Inc. 

he Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 
The A. B. Hirschfeld Press 
DETROIT, MICH, 
The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 
INDIANAPOUS, IND. 
The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 


Claire J. Mahoney 
LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS, 

Arrow Press 


MINNEAPOUS, MINN. 
Duragraph, Inc. 

NEW YORK, N.Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Cratt Typographers, Inc. 
Master Typo Company 


Morrell & McDermort, Inc. 
Chris FP. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
the yposraphic Service Co, 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE 

Paul O. Giesey 

ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey's Acme Press 
of Seattle 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 
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% Reviewing distribution of per- 


Professor Says Dependence on Name Brand 


Merchandise Is Replacing Sales Training 


Los ANGELES, May 13 
growing strength of name 
merchandise appears to be a major 
development affecting selling strat- 
egy, Dr. Charles M. Whitlo, pro- 
fessor of retailing at the Univer- 
sity of Southern California, told 
the Sales Executives Club of Los 
Angeles last week 

“Some of our retailers appear to 
be giving up the struggle to train 
people to do effective selling and 
placing more reliance on ‘pre-sold’ 
merchandise, The problem of 
breaking into the circle of 
brands in various lines is increas- 
So well-known a 
Soup Co. has 


brand 


select 


ing in intensity 


firm as Campbell 


given up, I understand, on a costly | 
effort to break into the baby-food | 
‘big | 


dominated 
he said 


by a 


business 


three,’ ” 


s Dr. Whitlo cited the expensive 
attempt made by Henry Kaiser to 
break into the automobile market 
at a time when “used new cars” 
sold for more than “new new cars” 
as an example of the domination of 
the automotive industry by a few 
leading manufacturers 

“Indeed, I haven’t heard much 
about Sears, Roebuck’s new All- 
state since the first of the 
year,” he commented. 


ear 


mal income and population move- 
Dr. Whitlo said the country 
experienced what is at least 


“nts 


ha- 


@kin to a social revolution. A great 
Many people have been brought in- 
6 the buying market for all kinds 
of items by 
lawer 
By 
d 


the “leveling up” of 
income brackets, he said 
the same token, the “leveling 
wn" of top income brackets has 
yfoundly affected the sale of 
stige merchandise 


uring the past 12 years, he 
i, one out of every four persons 
changed his home state. Along 
h this population shift there 
h@s been an unprecedented acqui- 
Bi@on of property so that home 

twage debt stands around $40 
bHlion. Consumer instaiment 
erédit outstanding, he said, is about 


$1@ billion, and this debt structure 
wii probably have a long-term 
market impact 

In the field of distribution, it is | 
n@longer possible to “channelize,” | 
DE Whitlo said. Some grocery} 
Stores do as much as one-fourth} 
of their volume in non-food items, | 


Talh last and last! 


The 
ORDWAY 
Vinyl Plastic 
TYPE 
GAUGE 


Two simple, open 
faces (front and back) 
for convenient line 


and character count 
and also Elite or Pica 
typewriter character 
count. Transparent 
treading guide. Size 
2%’ wide «x 15'2"' 
long. Price, $2.00, 
postpaid 

prt po* 

3 Sot 
00") 


j~——-4. B. Carroll Co.-——— 

| 321 N. Albany Ave. Chicago 12, Ill 

1 Gentlemen: 

! i om enclosing [] check () M 
of $ for 

| Gauges @ $2.00 each 


| 
| 
| 
| 
| Nome . — 1 
| 
| 
| 
. 


O. in amount 
Ordway Type 


| Company 
| Address 
City 


beer than milk. Similarly, 
supermarket has become the prin- 
cipal outlet for cigarets. 


@ The retailing professor said he 
believes the fraternity ap- 
pears to have lost some of its in- 
fluence in the past few years. At 
the same time, we now 
capacity to produce which greatly 
exceeds that of 1940 and of 1946. 
Sarring an all-out war, we face an 
era of intense competition in dis- 
tribution, he asserted. 

“The sales fraternity will face 
a serious new challenge. We seem 


sales 


possess a 


to be inadequately fortified. Our 
sales machinery has undoubtedly 
gathered barnacles. What is more, 
| selling seems to have lost some of 


The and some supermarkets sell more| its allure. When I read to my class 
the | 


announcements of outside selling 
Job opportunities, most of the stu- 
dents look out the windows.” 


Launches Dacron Campaign 

Princeton Fabrics has begun a 
consumer newspaper and maga- 
zine campaign to promote du Pont 
Dacron fabric, reportedly imper- 
vious to water, stains, wrinkles, 
etc. Advertisements, running in the 
New York Herald Tribune, New 
York Times Magazine, The New 
Yorker and Time are cartoon-type, 
pointing up the features of 100% 
du Pont Dacron. Arthur B. Kaplan 
Co., New York, is the agency. 


Lester Leber Opens Agency 
Lester Leber, with Grey Adver- 
tising since 1935, has resigned to 


open an agency under his own 
name at 163 W. 29th St., New 
York. Accounts include A. Hol- 


lander & Son Inc., Hollanderizing 
Corp. and A. Hollander & Son Ltd. 
of Canada, all of which Mr. Leber 
handled at Grey. Mr. Leber writes 
“One Adman’s Opinion” in Tide. 


Kelly, Sayles join GN&éG 

Allan H. Kelly and Andrew P. 
Sayles have joined the copy de- 
partment of Geyer, Newell & 
Ganger, New York. Mr. Kelly has 
been a copywriter with Batten, 
3arton, Durstine & Osborn for the 
past 12 years. Mr. Sayles previous- 
ly was with Kenyon & Eckhardt, 
and before that with Benton & 
3owles, as a copywriter. 
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Ferriter Joins Libbie 

John C. Ferriter, formerly a 
printing buyer at Lever Bros. Co.. 
New York, and recently associated 
with Walter B. Snow & Staff, 
Boston, has joined the sales de- 
partment of Libbie Printing Co., 
Allston, Mass. He will represent 
the company in New York, where 
a sales office has been opened at 
224 E. 38th St. 


R&R Promotes Claassen 

Herb Claassen, spot time buyer, 
has been promoted to manager of 
the spot time buying section of 
Ruthrauff & Ryan, New York. 


Sadowsky to Artography Inc. 

Horace Sadowsky, formerly with 
Monogram Art Studios, New York, 
has joined Artography Inc., New 
York, as studio manager. 
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Scuffy Shoe Polish 
Jingle Contest Is 
Used in 30 Cities 


Boston, May 13—A total of 75 
newspapers in 30 markets carried 
1,000-line ads last Thursday kick- 
ing off a jingle completion contest 
for Scuffy shoe polish. 

Copy is slanted to women for 
family use of the shoe finish re- 
newer that puts the finish back on 
scuffed shoes. The contest is not 
national, but similar prizes are be- 
ing offered in individual contest re- 
gions. Top prize is $1,000 cash or 
a year’s supply of groceries. 

Scuffy, made by K. J. Quinn & 
Co., formerly was promoted 


through radio as well as newspa- 
pers, but newspapers were chosen 
as the exclusive commissionable 
medium for the contest drive. The 
opening splash is being followed 
by 400-line space for three weeks, 
with point of sale pieces relied on 
heavily. 

While magazine advertising is 


only a prospect for fall, 220-line| 


newspaper ads on Scuffy White, | 


following the contest promotion, 
will break with the advent of sum- 
mer weather. Trade advertising 
appears in Grocer Graphic. 

Ingalls-Miniter here is the agen- 
cy for Scuffy. 


Wilco Starts TV Spot Drive 


Wilco Co., Los Angeles, has 
launched an intensive drive with 


one-minute and 20-second film TV 
commercials for Clearex window 


spray on eight Pacific Coast sta- 
tions. The stations are KPIX, 
KRON-TV and KGO-TV, San 


Francisco, KING-TV, Seattle, and 
KTLA, KNXT, KECA-TV and 
KNBH, Los Angeles. Elwood J. 
Robinson & Co., Los Angeles, is 
the agency. 


Gunnison Boosts Borntreager 

Gunnison Homes Inc., subsidi- 
ary of U. S. Steel Corp., New Al- 
bany, Ind., maker of prefabricated 
homes, has promoted Henry W. 
Borntreager to v.p. and director of 
sales. He succeeds William B. 
Eagles, who has resigned. He has 
been sales manager of the Gun- 
nison Homes division of Union 
Supply Co., Pittsburgh, another 
U. S. Steel subsidiary 


BofA Report Tells 
Newspapers How to 
Stay No. 1 Medium 


New York, May 14—The Bureau 
of Advertising’s 1952 annual re- 
port, just mailed to 1,000 member 
newspapers, says the medium can 
stay No. 1 among advertising media 
if the newspapers will work harder 


in the face of “tougher competi- 


tion.” 

Harold S. Barnes, BofA director, 
points out that total newspaper ad- 
vertising revenue in 1951 was $2,- 
226,000,000—one-third of the ad- 
vertising bill for all media last 
year. National advertisers spent 
$513,000,000 in newspapers in 1951 


Petroleum Processing introduces a new monthly section 


etrochemical Processing 


to report authentically and completely the amazing 
progress of America’s fastest-growing industry 


A complete, up-to-date directory of petrochemical plonts and 
their locations is yours without obligation. Send your request to: 
Petroleum Processing, 1213 West Third St., Cleveland 13, O., or our 
offices in New York, Chicago, Philadelphia, Houston or Los Angeles. 


It was a natural evolution. Just as naturally, 


Through timely and thorough reporting... 
of more editorial space than ever before . 


controlled circulation 


and defense classifications. 


this dramatic new area of chemistry. 


editorial approach. 


From test tubes of the petrochemical industry have come 
wonderful new materials, made from petroleum and natural gas, 


for an ever-increasing number of products in both peacetime 


Plant investment for petrochemical development doubled in 
the ten years up to 1949, It has multiplied ten times since 
World War II. Personnel has spiraled, with thousands of 


technicians in various allied fields turning to specialization in 


And now, in its new Petrochemical Processing section, Petroleum 
Processing ollers the most complete editorial coverage ever devoted 
by any oil or chemical publication to this fast-growing industry. 

Oil company development of large-scale, continuous-processing 
operations led the oil industry into the field of petrochemicals. 
etroleum Processing 
now expands its coverage of this new field. Through the years, 
it has reported all major applications of continuous-process 
technique to petrochemustry. Its new, specialized Petrochemical 


Processing section is another indication of alert, progressive 


through devotion 
.. through expanding 


... Petroleum Processing keeps pace with 


the men who are making miracles through petrochemistry. 
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—“the third consecutive year in 
which papers outstripped all other 
national media.” 


@ Three main sections of the report 
describe the bureau's direct sell- 
ing activities among advertisers 
and agencies, the tools it provides 
to members for their own sales 
work among retail advertisers and 
jlocal sales representatives of na- 
tional advertisers, and how mem- 
| bers use these tools. 

| A big bureau project started last 
| year, says the report, was the “spe- 
lcial advertising campaign”’—a 
}series of monthly ads promoting 
the medium and designed for use 
by the papers in their own pages. 
About 900 newspapers are running 
the series, described as “the most 
concerted, consistent, continuous 
campaign ever developed to sell 
the newspaper as an advertising 
medium.” 


Promotes Joan Heller to A.M. 
Joan Heller, who joined Roman 
Stripe Hosiery, New York, as as- 
sistant advertising manager last 
October, has been promoted to ad- 
vertising manager. She succeeds 
Mrs. Betty Jessup, now with Cres- 
cendoe Gloves Inc., New York 


Warden Rejoins HOB&M 


Herbert M. Warden, who recent- 
ly completed 17 months of active 
duty as a reserve officer in the 
Marine Corps, has rejoined Hewitt, 
Ogilvy, Benson & Mather, Ni 
York, as an account executive. r 

. 


z 


DID YOU WIN? 


Here, as we promised, is e 
official list of prize winnersan 
the recent Minneapolis S 
and Tribune contest for ad 
tising people. 

In the opinion of the jud 
the following entrants s 
mitted the best statements 
plaining why the Minnear 
Star and Tribune are am 
America’s best newspa 
advertising buys. 

The eleven prize winning 
contestants have been noti 
by mail (with checks enclose@). 


y 
i 4 
$500 FIRST PRIZE 1 
DONALD E, SHANK 
Gibbons Advertising Agency 


rime 


Tulsa 3, Oklahoma 


10 Second Prizes of $50 Each = 
GEORGE J. ABRAMS 
Block Drug Company 
Jersey City 2, New Jersey 
ALFONSO BARRAGAN 
Publicidad en General 
Guadalajara, Jal., Mexico 
PAUL F. BIKLEN 
Fuller & Smith & Ross, Inc. 
New York 17, New York 
MRS. GENEVIEVE BOYD 
Foote, Cone and Belding 
Chicago 11, Illinois 
FRANK G. DAVIS 
The Buckeye Incubator Company 
Springfield, Ohio 
BENJAMIN KLUGER 
Town Advertising Associates 
Hackensack, New Jersey 
OWEN E. LYONS 
Marathon Corporation 
Menasha, Wisconsin 
CALLISON MARKS 
The Spokesman-Review 
Spokane, Washington 
LEE R. SANBORN, JR 
Fuller & Smith & Ross, Inc 
New York 17, New York 
DON E, SMITH 
Bob Miller's 
Spokane, Washington 


Even if you didn’t win, you can still 
do some profitable brooding over the 
following fact: only 5 cities in the United 
States have Sunday newspapers with 
larger circulations than the Minneapolis 
Sunday Tribune. 


Minneapolis 
Star and Tribune 


620,000 SUNDAY . 490,000 DAILY 


Tn 
OLE A 


Sept Nps 
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Berghoff Uses Detail 
Men, Ad Media to 
Boost Distribution 


Fort Wayne. May 16—The 
Berghoff Brewing Corp. has 
Started a campaign to boost its 


distribution in the Chicago area 
With the drive, Berghoff hopes 
to consumption...and at 
least double the number of our 
tavern and package store outlets,” 


“boost 


according to Jack Baxter, v.p. in 
charge of sales 
Under the supervision of the 


merchandising division of Reuben 
H. Donnelley Corp., a crew of 20 
store detail men will call on the 
trade. They will carry an elaborate 
brochure and a portable beer cool- 
er for use in sampling. Dealers will 
be supplied with re-usable plastic 
carry-home bags, to be given away 
with each purchase of six or more 
bottles of Berghoff. 


@® Consumer advertising, which 
scheduled into October, will con- 
sist of the following: 

Eight color pages and _ 6,000 
iines of b&w ads in the Chicago 
Tribune; commercials on the Berg- 
hoff Musical Scoreboard, which 
follows the baseball game daily 
on WIND: 860 Criterion three- 
sheet posters, and 200 Scotchlite 

hway signs on roads leading 

» the city 

erghoff was founded in 1887 
by Herman Berghoff, a German 
iMmigrant. He later founded Berg- 

fs Restaurant in Chicago, 

ich is still operated by two of 
hi# sons 

Hoffman & York, Milwaukee, is 


the agency 


' 


Is 


ection Stove Promotes 
dum to Ad Manager 

M. (Jack) Purdum has been 
1oted to advertising manager 
Gf) Perfection Stove Cleve- 
He came to 
fection in 
as assistant 
lertising man- 


from P. A 
> 
oO! 


Co, 

five years 
Ms Purdum pub- 
lisBed a newspa- 
pes in Idaho, fol- 
OWing which he 
Sp@nt 15 years in 


Co., 


he) 


Vafious sales po- 

sit with Easy J. M. Purdum 
er hing Machine 

orp., Syracuse; Altorfer Bros. 
Co., Peoria; Easy Housekeeping 
Shop, Los Angeles, and Apex Mfg 
Co., before joining P. A. Geier 
Co. 


Fort Industry Changes Name 
Fort Industry Co. has changed its 

name to Storer Broadcasting Co 

No change in personne! is involved 


You can't go wrong with Eureka 
designed and produced trading 
stamps, collection books, or poster 
stamps Evreko's leadership in this 
fieid is your assurance of a job well | 


Write today fer intormation ond somples 
EUREKA SPECIALTY PRINTING CO. 
t@lty Divinen 


Spex 
S47 Electric Street — Scranton 9. Po. 


maker of coupons. certificates 


E wuneka trading stomps, poster stamps 


and gummed stathonery items 


Fletcher Named Sales Head 

James C. Fletcher Jr. has been 
appointed national sales manager 
for Manila Broadcasting Co. and 
its affiliatec radio outlets in the 
Philippine Islands. Mr. Fletcher 
also is eastern sales representative 
for a group of Alaskan radio sta- 
tions owned and operated by Mid- 
night Sun Broadcasting Co. 


Stevens Heads Ad Mat Firm 
Milton M. Stevens, who has been 
an advertising and sales promotion 
manager in the retail jewelry field, 
has been named director of Metro 
Jewelry Service, New York, which 
provides advertising mat services. 


Buys ‘New York Age’ 

John H. Sengstacke, editor and 
publisher of the Chicago Defender, 
Negro weekly celebrating its 48th 
year, has bought the New York 
Age, oldest Negro newspaper in the 
U. S. Mr. Sengstacke also owns 
the Louisville Defender, Detroit 
Chronicle and Memphis Tri-State 
Defender, all weeklies 


Names Bogner & Martin 

The Clarion-News & Democrat, 
Princeton, Ind., has appointed Bog- 
ner & Martin, New York publish- 
ers’ representative, to represent it 
nationally. The paper has been 
without representation for 12 years. 


Mutual Adds Six Stations 


Mutual Broadcasting System, 
New York, has added six new sta- 
tions, bringing the total number 
of affiliates to 555. The new af- 
filiates are: WJPG, Green Bay, 
Wis.; WDBQ, Dubuque, Ia.; WYVE, 
Wytheville, Va.; KVOZ, Laredo, 
Tex.; WJCM, Sebring, Fla.; and 
WPKY, Princeton, Ky. 


Typographers Meet Oct. 2-4 

The Advertising Typographers 
Assn. will hold its 26th annual 
meeting Oct. Z-4 at Grove Park 
Inn, Asheville, N. C. Panel dis- 
cussions will stress technical and 
operating information. 
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Oil Shampoo Bows in Canada 

Nestle Lite, oil shampoo hair 
lightener produced by Nestle-Le- 
Mur (Canada) Ltd., Toronto, will 
be introduced in Canada with b&w 
quarter pages in magazines. Trade 
publications also will be used. 
Ronalds Advertising, Toronto, han- 
dles the account. 


Eastman Kodak Boosts Snead 


Eastman Kodak Co., Rochester, 
has promoted Charles D. Snead 
from head of the cellulose acetate 
sales division’s New York office to 
manager of the cellulose products 
sales division. He will make his 
headquarters in Rochester. 
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Py-O-My Introduces Mix 


Kitchen Art Foods, Chicago, has 
begun advertising a Py-O-My 
angel food cake mix via newspa- 
pers, in Chicago only. The copy, 
headlined “I was an angel food 
coward until I tried” the product, 
includes a refund offer if custom- 
ers are not satisfied. Aubrey, Fin- 
lay, Marley & Hodgson is the agen- 
cy. 


Grant School to Buchanan 

The Grant School of Art, Chi- 
cago correspondence school, has 
appointed Buchanan & Co., Chi- 
cago, to handle its advertising. Na- 
tional magazines will be used. 


Sales of General Mills’ 


Cook Book Second 


Only to Bible; Sixth Printing Scheduled 


MINNEAPOLIS, May 13—The Bet- 
ty Crocker Picture Cook Book, one 
of the General Mills’ most suc- 
cessful promotions, is still main- 
taining its best-seller pace. 

The cook book, published in 
1950, was second only to the Bible 
on the non-fiction best-seller list 
that year and again in 1951. 

Sales are averaging about 6,000 
copies a week, according to George 
Ludcke, product manager in the 
grocery products advertising de- 


partment. A fifth printing of the 
book has raised the total copies 
produced to 1,900,000. 

Mr. Ludcke, who handles the 
cook book promotion, told the Ad- 
vertising Club of Minneapolis that 
a sixth printing next October will 
add another 450,000 copies. 


s Mr. Ludcke also disclosed that 
copies of the book are being pre- 
sented to Princess Margaret Rose 
of England and the queens of Den- 


mark and the Netherlands. To pro- 
mote the book, General Mills has 
placed copies in beauty parlors, 
train lounge cars and on passenger 
planes. 

Of the 1,550,000 copies sold to 
date, General Mills has accounted 
for about 702,000 through its cou- 
pon deals and other promotions. 
McGraw-Hill Book Co., which 
publishes it, has sold 627,000 
through regular retail outlets, and 
Consumer Products, Chicago, has 
accounted for about 220,000. 


8 The book’s fame apparently has, 


spread to some odd corners of the 


In Boston, the big station is WEEI! 


WEEI wins more quarter-hour firsts 
than all other stations combined. 


WEE commands an average of 23.2% 


of the radio audience— 
33.3% more than any other station. 


Pulse of Boston: March-April 1951 through January-February 1952, total week. 


| 
| 
| 


| Meyer Inc., has been elected pr 


REPRESENTED 


BY 


OBS RADIO. 
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world, Mr. Ludcke said. He told of 
a 19-year-old girl in Portuguese 
East Africa who wrote to him from 
a hospital bed asking that a copy 
be set aside for her until she re- 
covered and could earn the money 
to pay for it. 

General Mills sent her a book 
and told her to pay if and when 
she could. 

Just the other day, a year and a 
half later, Mr. Ludcke said, she 
sent a dirty, tattered $5 bill which 
she told him was from the first 
money she had earned since leav- 
ing the hospital. 


'@ Marjorie Husted, editor of the 


cook book, said that General Mills 
spent $100,000 on outside testing 
of the book before it was pub- 
lished. 

She and her staff, after 20 re- 
write jobs, cut the size of the 
book from the usual 1,000 to 1,500 
pages in a complete cook book to 
the 464 pages used in the Betty 
Crocker book. 

In the book, she said, General 
Mills was striving for “advertis- 
ing appeal’ to lure women into 
making dishes they might not or- 
dinarily attempt. The devices used 
include little cartoons to demon- 
strate “the joy and fun of cooking” 
and brief stories about the origin 
of foods, she related. 


Wagner Named A.E. by 
Lang, Fisher & Stashower 
Adelbert H. Wagner, formefly 
an account executive for Hubbell 
Advertising, Cleveland, has been 
appointed an @e- 


count executive 
of Lang, Fishet & 


Stashow @r, 

Cleveland. 3 
Mr. Wagné@r, 

prior to joining 


Hubbell in 1941, 
advertising 


manager 
Canfield Oil 
Cleveland, 
eight years. Dur- 
ing World r 
II he served as captain in e 
Eighth Air Force. 


Adelbert H. Wagner 


Portland Adwomen Elect ~ 
Irma Buon, ad manager of F' 


ident of the Portland, Ore., 

men’s Advertising Club. Other 
ficers elected are Grace Cawth 
Metropolitan Printing Co., Ist v 
Mrs. Ruby Schaub, Pacific Te 
phone & Telegraph Co., 2nd vB.; 
Mrs. Gwenn Wights, Wights M 
ket, treasurer, and Mrs. Betty Kel- 
logg, Acme Sound Co., secretary. 


Univis Lens Treasurer 


Arthur J. Sowers has been elected 
treasurer of The Univis Lens Com- 
yany, Dayton, Ohio. Getting ahead in 
eedtoes like Mr. Sowers are thou- 
sands of regular Wall Street Journal 
readers throughout the nation, execu- 
tives and their aides who make or 
influence decisions on planning, pro- 
duction and buying. 
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3 Folsom Reelected Chairman 
4 Marion B. Folsom, treasurer of 
7, Eastman Kodak Co., Rochester, 
1. Y., has been elected to a second 
two-year term as chairman of the 
Committee for Economic Develop- 
ment 


FAAG Holds Meet in Buffalo 

The First Advertising Agency 
Group wiil hold its annual con- 
vention June 11-14 at the Hotel 
oe Statler in Buffalo 


Baird Joins Pearson Co. 

Robert M. Baird, formerly as- 
Sistant commercial manager of 
KRLD, Dallas, has been appointed 
manager of the Dallas office of 
John E. Pearson Co., radio and 
television station representative. 


Names Benham Advertising 

The Savings and Loan Assn. of 
S. Philadelphia has named Ben- 
ham Advertising, Philadelphia, to 
handle its advertising 


= Southern | x 
= Automotive 


= 
'w\) Oey 2 
The only automotive 
publication which literally 
blankets the prospering 


Se South and Southwest. 
ABC 16 million cars! Write for 
A Ourmn a NBP full merket dete. 


i 806 PEACHTREE STREET, N. E., ATLANTA 5, GEORGIA 


Along the Media Path 


@ KTTV has begun the first after- 
midnight program in Los Angeles, 
showing a movie beginning at 1 
a.m. Monday through Friday. The 
action followed a mail poll of 
viewers and a recent survey which 
indicated that some 400,000 per- 
sons in the area get off work be- 
tween midnight and 1 a.m 


@ The Chicago Sun-Times is now 
flashing news bulletins from noon 
until 1 a.m. on a traveling 
sign erected on the Hotel Sherman 
marquee in the Loop 


neon 


e@ The Sunday Republican, Spring- 
field, Mass., will publish a souvenir 


centennial issue on June 1 


@ The Mutual Broadcasting Sys- 
tem and International Grocers Al- 
liance food stores will cooperate in 


a national promotion June 23-July 
5. The two-week campaign will 
feature picnic foods and quick 
summer meals. 


e The Daily News Record, Fair- 
child’s textile paper, reached a new 
high with 608,288 ad lines in April. 


e Another peak was set with 268 
ad pages in the April issue of Archi- 
tectural Record, F. W. Dodge Corp. 


magazine. 


@ May 2 ended 145 deathless traf- 
fic days in Des Moines. KRNT, 
CBS station there, conducted an 
extensive safety drive during the 
period, setting up an annual traffic 
safety award for cities over 100,- 
000 population. Only big city left 
now without a traffic death in 1952 
is Little Rock, where KLRA, an- 
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other CBS station, also is running 
a safety campaign. 


e Ira E. Massie of the Kentucky 
Seed Improvement Assn. captured 
first place in the 22nd annual 
Hoard’s Dairyman cow judging 
contest for advertising men. Mr. 
Massie, who never placed before, 
racked up a record 494 points in 
rating four cows in each of five 
classes, Other winners were: Larry 
Harris, Klau-Van Pietersom-Dun- 
lap Associates, Milwaukee; Ear! F. 
Bacon, General Mills; L. P. Em- 
merick, General Mills; Mrs. Mary 
Sims, Advertising & Market Re- 
search, Toronto; H. C. Durland, 
Western Advertising Agency, Chi- 
cago; E. D. Griffin, Allied Mills, 
Chicago, and Miss R. Kinnimeyer, 
Frocter & Gamble. 

A total of 74,086 entries were re- 
ceived in a similar contest for sub- 
scribers 


e@ Jobber News, magazine for parts 
wholesalers in radio, television, 
sound and electronics, published a 
record-breaking 160-page issue 
this month. 


e Country Gentleman will make a 
change in content and format be- 
ginning with its February, 1953, 
issue. Regional reports—covering 
local farm developments—will be 
added as a regular front-of-book 
feature. 


e Beginning in June, Modern Ro- 
mances will send out a brochure to 
brides in the 170 top grocery mar- 
kets. The booklet, “Happy Home- 
making,” will contain household 
hints and grocery advertising used 
in the Dell magazine. There will be 
no additional charge to advertisers. 


@ The Omaha World-Herald put 
out a 28-page tabloid section on 
“The Flood of 52” with its regular 
April 30 issue, 


e Civil Engineering expects its 
centennial September issue to be 
the largest in its history—more 
than 150 pages. 


e Boys’ Life reports ad revenue 
and linage is up 37.9% and 18% 
respectively for the first half of 
1952. 


e Industrial Laboratories,  re- 
search-development and engineer- 
ing magazine, threw a _ cocktail 
party at the recent convention of 
the American Institute of Chemists 
in New York. 


Promotes Flatware in ‘Life’ 

Wallace Bros., division of R. 
Wallace & Sons Mfg. Co., Walling- 
ford, Conn., is using full-page 
trade publication ads to announce 
a major promotion for Wallace 
cameo profile stainless flatware 
Ads will run in Life. The promo- 
tion features two lines: Trellis, the 
traditional, and Fleetline, the mod- 
ern. Newspaper mats, photo prints, 
counter cards, sales training aids 
and sales building displays are of- 
fered with merchandise deals on 
both lines. Ellington & Co., New 
York, is the agency. 


New Firm Names Brewer & Co. 

Bruce B. Brewer & Co., Kansas 
City, has been appointed to handle 
advertising for T-N-T Food Prod- 
ucts Inc., a new corporation formed 
by Barteldes Seed Co., Lawrence. 
Kan. R. J. Potts-Calkins & Holden, 
Kansas City, is the agency for 
Barteldes Seed. Officers of. the 
new company are O. A. Barteldes 
president; T. Barteldes, and 
M. F. Wilhelmi, v.p.s, and A. G. 
Barteldes, director. 


Pushes White Heather Scotch 

Quality Importers Inc., New 
York, through Al Paul Lefton Co.., 
is starting a concentrated news- 
paper campaign in 18 markets for 
Campbell's White Heather Scotch 
whisky, which it distributes ex- 
clusively in the U.S. Main theme 
of the campaign is that White 
Heather is the only 94 proof Scotch 
in the popular-price class 
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FOOD SELLING OPERATION 


HOW FOOD IS BOUGHT... 
IT’S AS SIMPLE AS A-B-C! 


There’s no mystery about who buys the food you sell. 
It’s the little lady. 

Last vear she bought 30 BILLION dollars worth of 
food. She buys up to 99°7 of some food and grocery 
store products. 


(If you see a man in a super market, don’t be fooled. 
Chances are, he’s just a big strong back. The little lady 
made out his shopping list.) 

How does a woman buy food? It is this simple: 

A. She buys economically and wisely, of 


' that isn't all... 
B. Behind every food product she buys is an / 
idea about a meal... 
C. And behind every meal she plans are many 


t ideas about the health and happiness of / 
i her family. / 


Where does she get these ideas? She can get them, best 

of all, from a magazine like McCall’s. McCall’s talks to 

her in woman-talk about the things she wants to know. 

McCall’s advises her on nutrition, shows her how 

: to prepare practical, appetizing meals. But above all, 

ri it supplies her with a constant flow of ideas. Ideas 
make sales . . . for you. 


4,200,000 FOOD BUYERS BUY 


Co. || eae Te > hh a a 


To help : 
sell more food [| 


THE STORY OF THE MOST COMPREHENSIVE 


course. That’s an old feminine habit. But / 


OF ITS KIND IN AMERICA 
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C. behind every meal, ideas about 
her family’s health and happiness 
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HOW TO CATCH A 
FOOD BUYER’S EYE 


MeCall’s was the first large-circulation magazine 
to feature food on its front cover instead of the 
traditional pretty girl. Since March 1950, there 
have been e7ght McCall's food covers. Women love 
them. 

Not only that. Every time there’s a McCall's 
food cover 4,200,000 women are invited to think 
about interesting, appetizing food. Newsstands 
everywhere become silent salesmen for FOOD. 


WHERE A FOOD SALE 
REALLY STARTS 


A food sale starts when a woman plans a meal. 

Her planning gets inspiration from the editorial 
food pages in McCall’s— exciting double-spreads in 
full color portraying food at its luscious, mouth- 
watering best. Every kind of food is covered 
fresh, frozen, and packaged. 

These food pages are full of practical, interesting 
ideas tor food-planners. The promise of McCall's 
food editors is “every article a surprise.” 

l-urthermore, McCall's tells how to make these 
dishes with special easy-to-follow recipes that even 
a novice cook can understand without difficulty. 


FOOD-IDEA LABORATORIES 
--»>McCALL’S TEST KITCHENS 


Food-ideas start in MeCall’s ultra-modern test 
kitchens. Here McCall's recipes are tested and re- 
tested until the dish tastes not merely good, but 
downright wonderful. Result: Women learn to 
trust MeCall’s recipes, follow them more often. 


Bbc, capt, 


Pont tos on tae ei We eae air Jee, fo ee ‘ Ria Ss Were Saran Bt Z a ee —o eee a: ee eee ; “& 

; ] y 

B2: -. ter 

: oe \ is a -. - bey 

’ be & > ‘ ‘Ts . Tae 

; St GZ i Ic ‘alls NK : . 

;  aa\O eC Call y 

-" a x A owen ‘ \\S \ . : 

: Wr (AM? yay 

—_— | mi \ ( ——_ | 

.: ; ee “a , . ia af P 

1 | REVOLUTION ON A MAGAZINE COVER 

7 3 me | =e. ss ? 3.” 

il ye ae ae 

y ¢/ ae ‘ ; . tte % Ag 4 

q = > . hier 

y EVERY ARTICLE A SURPRISE 

, Wlte {i / iF al | | 

| oe SS Ue oe 

‘ >. a rei - 

| oS"! un of * 

a : = —_ et ~~ ~~ E | 

3 - ae — FO = ae 

Qi ; % y \ R Si —=»> o = 4 be ; 4 

ig 5 vay i we 

% o. € >. ae = | ™— , 
B® 4,200,000 FOOD BUYERS BUY | 


ie > “, ey . le oe ll 
ie: mo _ Te eer, ia ie ig ae 


ll more 


HOW McCALL’S MERCHANDISES FOOD 


food 


FROM COAST-TO-COAST...ALL YEAR ROUND 


THE ONE-TWO PUNCH IN FOOD- 
SELLING...McCALL’S AND SUPER 
MARKET INSTITUTE 


For real follow-through in food-selling, national selling must be linked to Jocal 
selling. 


That’s why McCall’s joined hands with Super Market Institute many years ago. 
In December 1951, Super Market Institute had 556 members with 6,336 stores, 
of which more than 4,000 were super markets... 45 the total number of super 
‘ markets in America. Each store must do more than $400,000a year— and all Super 
Market Institute stores together do an annual business of more than $4,000,000,000. 


Here’s how this one-two sales punch works for you: 
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~ HOW AD-PLANNER SERVICE CREATES 
Sem MILLIONS OF LINES OF LOCAL RETAIL 
ADVERTISING FOR McCALL’S ADVERTISERS 


Cooperating with Super Market Institute, McCall’s provides a monthly AD- 
PLANNER SERVICE. This includes not only mats, but an endless flow of food 
selling ideas ... layout ideas, promotion ideas, sales ideas, public relations ideas. 


Use of this service by thousands of $.M.I. stores produced this result in 1951: 


A) McCall’s-advertised national brands received 45,043 mentions in retail food 
advertisements, more than were produced by any other national advertising media. 
For YOU, that also means: 


B) Grocery store products advertised nationally in McCall's appeared in 2,402,622 
lines of local retail newspaper advertising. Continuously, from coast-to-coast, through - 
out the year. 


‘ But that’s not all... 


™ PAGEANT AND HARVEST OF NATIONAL 
* BRANDS PROMOTIONS CARRY McCALL’S 


se 
“MERCHANDISING RIGHT INTO THE RETAIL STORES 


In two mammoth, month-long food promotions a year, McCall’s gives food products 
a tremendous selling push in thousands of $.M.I. stores from coast-to-coast. 

Stores are literally plastered with displays of all kinds featuring your McCall's 
advertised products. They also appear in hundreds of thousands of lines of local 
retail advertising—and are supported by radio and newspaper publicity. 

Everybody benefits. Stores report increased traffic, new customers. At the same 
time national brands are featured in a special 4-color advertisement in McCall's. 

Do SALES increase? According to a survey of store managers, average sales 
for national brands featured in the Pageant Promotion increased 12':% over the 
previous month. 
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AcTI ON / REQUESTS FOR ACTI ON l THE FABULOUS 


4,341,954 PIECES OF MANUFAC- GINGERBREAD HOUSE AND THE 
TURERS’ LITERATURE IN 12 WEEKS. WONDERFUL CANDY MERRY-GO-ROUND. 


And they're still pouring in! 
That was the result of an 
offer in McCall's Food Service 
Bulletin, which brings the 
latest news on food to 21,000 
home economics teachers and 


rections for making it were given in the 
magazine. A year later, it was the Candy 
Merry-go-round . . . 


The Gingerbread House appeared on | 
the December 1950 McCall's cover. Di- AY 5 OF | asi 
4) IC ua S 

ec 7 = “| 

: . | 


Results: Nearly 150,000 women con- 
structed the Gingerbread House and the 
Merry-go-round. An estimated $500,000 
worth of candy, food, and recipe pat- 


5,000 food service women. 
33 McCall's advertisers 

benefited from this distribu- 

tion. Teachers use this litera- terns was sold. 


ture in the schoolroom Here is evidence of the action-creating 


a super markets use it for cus- power of McCall's editorial . . . coupled 
tomer distribution. Here is with aggressive McCall's merchandising 
s another dimension of promotion. It’s a hint of what the power 
2 , MeCall’s that sel/s more food of McCall's can do for you. 
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- AND NOW AT THE CHECK-OUT COUNTER; 
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| ..-THE POWER 
BEHIND THE SALE! 


Afid here’s the biggest sales-making power of all McCall's itself. 
An advertisement in McCall's reaches 4,200,000 eager, interested 
<i women. They really want to know more about the product you sell. 
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MeCall’s works. That's shown by its steadily rising circulation. 
In 1951 it had the greatest gain of any magazine in its field. 

MeCall’s works for advertisers. That's indicated by its gain 
in advertising linage in 1951. It was the only magazine in its 
field to show a gain in that full-year period. 


| MeCall’s can work for YOU .. . in many ways. Find out more 
eh. about it. Write to Department FOOD, McCall’s Magazine, 
230 Park Avenue, New York 17, N. Y. 


BUY 


|. .THE GREATEST 
| NATIONAL FORCE 
| IN FOOD-SELLING. 
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Growing Engineer 
Shortage Prompts 
Ad Council Drive 


New York, May 13—The Adver- 
tising Council will undertake a 
campaign to urge qualified high 
school students to consider engi- 
neering as a career. The request for 
the campaign came from the Engi- 
neering Manpower Commission 
and the Engineers Joint Council, 
because of the current critical 
shortage of engineering manpower 
for industry. 

The present shortage is esti- 
mated at 60,000. Industry alone is 
reported to need a minimum of 
30,000 new engineers annually for 
normal replacement and growth. 
In a protracted national emer- 
gency, the annual requirement to 
fill the needs of industry and gov- 
ernment would amount to about 
40,000. 


® Engineering graduates are ex- 
pected to total about 28,000 in 
1952; 19,000 in 1953; and 12,000) 
to 17,000 in 1954. In contrast to| 
these estimates of dwindling U. S. 
engineering talent, Fortune re- 
ports that Russia is training young 
scientists and technicians at the| 
rate of 100,000 a year. | 

The council’s advertising cam-| 
paign will point out to high school | 
students and their parents the op- 
portunities that exist in engineer- | 
ing today and in the years to come, | 
and the advantages of engineering | 
training in qualifying young men| 
for positions of leadership in many | 
fields. | 

The first phase of the campaign | 
will consist of radio bulletin and 
house magazine support. Advertis- 
ing materials for the use of com- 
panies with a direct interest in 
the problem also will be prepared. 


Offers Magazine Ad Awards 


Prizes ranging from $25 to $200 
will be presented as magazine ad- 
vertising awards by the Advertis- 
ing Assn. of the West at its con- 
vention this June in Seattle. En- 
tries will be judged on the “ex- 
cellence in the preparation of ad-| 
vertisements and advertising cam-_ 
paigns” prepared in the area! 
served by the AAW and appearing | 
in recognized magazines. 

Entry blanks are available from | 
the magazine awards committee, | 
AAW, 425 Bush St., San Francisco | 
8. Either advertisers or agencies} 
may submit entries. 


Swats Joins NBC Sales Statf 


Robert L. (Bud) Swats Jr. has 
joined the National Broadcasting 
Co. network radio sales staff in 
Chicago as an account executive. 
Mr. Swats entered advertising in| 
1937 with Blackett, Sample &| 
Hummert, Chicago, where he was | 
in charge of the testimonial and} 
publicity department. In 1943 he 
became Chicago office manager of 
Radio Advertising Co., station 
representative, now Robert Meeker 
& Associates, and five years later 
became Chicago sales representa- 
tive for Crowell-Collier Publishing 
Co. 


Scheinkopt Heads Research 

Harold P. Scheinkopf, formerly 
market analyst for A. Asch Inc., 
marketing consultant to Seagram's 
Distillers Corp., has been named 
research manager of James Thom- 
as Chirurg Co., New York and Bos- 
ton agency. He will specialize on 
market research and will super- 
vise plans-service departmental 
work on plans, media and copy 
research. It is a newly created 
position in the agency. 


Cotes Elected President 

M. F. Cotes, executive v.p. since 
1947, has been elected president 
and general manager of Motor 
Wheel Corp., Lansing, Mich. He 
succeeds John E. Garlent, who has 
retired. Mr. Cotes also will con- 
tinue as general manager of the 
company’s Duo-Therm division. 
Karl Egeler, sales manager of the 
Duo-Therm division, has been 
elected v.p. in charge of sales of the 
division. 


| midwestern 


Scheideman to Mutual Shoe 

Spencer S. Scheideman, formerly 
sales representative 
for Florsheim Shoe Co., has been 
appointed to the new position of 
sales manager of the Foot Flairs 
division of Mutual Shoe Co., Marl- 
boro, Mass. 


Wales Joins E. P. Reed & Co. 

Burton L. Wales, formerly sales 
manager of Stetson Shoe Co., South 
Weymouth, Mass., has joined E. P. 
Reed & Co., Rochester shoe manu- 
facturer. 


33 
Stoltz Named Ad Manager | 


Micro-Photo Service Bureau, 
Cleveland, has appointed Gene 
Stoltz head of advertising, sales 
promotion and public relations. 
The company performs a micro- 
filming service for newspapers, 
libraries, agencies and industry. 


Ned Williams Joins Jewell 

Ned E. Williams, for the last 
10 years editor of Down Beat, has 
been appointed promotion director 
of Jewell Radio and Television 
Productions, Chicago 


America's 


FOREMOST 
TOY TRADE 


Magazine. 


Only ABC Toy Paper 
Oldest in Field 
Leads in Lineage 


|] Write for New Market 
j Doto Folder 


71 W. 23d N.Y. 19 


is 
the end of the trail on : 
a newspaper ad is the . 


quality of reproduction— 


mats:.. Lake Shore 


always guarantee 


top performance! 
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Effective Buying Income 
5 Year Gain...82% 


ei 1951 Eff. Buying Income $459 Million 
‘ 1946 ” ” ” $252 Million 


“BEST TEST MARKET . 
? in The Midwest,” Gain . . . $207 Million 
fe.’ Metropolitan Peoria 
say Agency and Clr re 18 


Advertising Executive: 
in Sales Mgm't. Surveys. 


PEORIA =~ 


Covers ALL Peoriarea 


Nat'l. Reps.. WARD-GRIFFITH CO., | 


JOURNAL STAR 


NC. 


Hunter Resigns Post 

Stanley M. Hunter has resigned 
his position as v.p. and director 
of American Hoist & Derrick Co., 
St. Paul. He has not announced his 
future plans. Mr. Hunter joined 
American Hoist’s sales department 
in 1936, later becoming general 
sales manager, v.p. of sales and di- 
rector in 1945 and executive v.p. 
in 1949. 


Adds Product Testing Dept. 

United States Testing Co., Hobo- 
ken, has added a new product test- 
ing service, the Psychometric (psy- 
chological measurement) Labora- 
tory. The laboratory is headed by 
psychologist Dr. Dean Foster. The 
new division will help in the psy- 
chological evaluation of a large 
variety of consumer goods and ser- 
vices. 


PRMC Adds Calder Withers 


Calder Withers Agency, Colum- 


bia, S. C., public relations coun- 
selor, has become a member of 
Public Relations Management 


Corp., New York, a network of 18 
public relations organizations in 
the U. S. and Canada. 


a 


THE MOST 
IMPORTANT CORNER 
IN THE U.S.A. 


ATW 
SAN DIEGO 
CALIFORNIA 


118,019,445 


MILITARY 
PAYROLL 


EF51667 -1951 


1950 


San Diego Union 
——— , 


EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


| Assn. 
‘of B. F. Goodrich Co. 
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CBS-TV Will Give 
Acting Course to 


Major Candidates 


WASHINGTON, May 14—Abraham 
Lincoln never had it so good. 

This year’s presidential aspir- 
ants and senatorial hopefuls not 
only can count on television as a 
means of reaching the voters, but 
CBS-TV is going to give them free 
instructions on how to behave be- 
fore the all-knowing eye of the 
camera. 

The candidates will be coached 
on how to sell themselves on TV. 
They will be taught to sit, stand, 
walk, talk and read a script on 
television. Political pupils may 
take their choice of private or 
group sessions. 


® Invitations to attend the classes 
to be held in the studios of WTOP- 
TV were issued to avowed presi- 
dential and senatorial candidates 
of the major parties. 

First two solons to arrange for 
private instructions were Sen. Wil- 
liam Benton (D., Conn.) and Sen. 
Irving M. Ives (R., N.Y.). Later 
CBS-TV hopes to expand the 
school to include all members of 
Congress who wish to attend. 

Ranking professor for the course 
will be Bill Wood, Washington di- 
rector of TV news and public af- 
fairs, with producers Charles von 
Fremd and Alma Walker assisting 
him. 


ws On-the-set monitors will aid the 


candidates in correcting their 
faults—if any—during practice 
sessions before live cameras. Later, 


|films and TV recordings will be 


reviewed and criticized. 

Whether the candidates will also 
be given professional hints on 
such things as proper makeup, the 


|selection of neckties and how to 
| time the punch line for best effect 


is a matter of conjecture. 


Form Vinyl Film Group 

Ten manufacturers of viny] film 
have formed a group as a section 
of the Plastic Coatings and Film 
in New York. C. O. DeLong 
has been 
elected chairman of the section. 
The companies participating are: 
Firestone Plastics Co., Pottstown, 
Pa.; Fremont Rubber Co., Fre- 
mont, O.; General Tire & Rubber 
Co., Jeannette, Pa.; B. F. Good- 
rich Co., Marietta, O.; Goodyear 
Rubber Sundries Inc., New Haven; 
Goodyear Tire & Rubber Co., Ak- 
ron; Pantascote Co., Passaic; Plas- 
tic Film Corp., Hamden, Conn.; 
Preston Plastic Products Co., New 
York, and United States Rubber 
Co., Mishawaka, Ind. 


Twin City Four A’‘s Elects 


Harold C. Walker of Harold C. 
Walker Advertising has been 
elected chairman of the Minnea- 
polis Chapter of the American 
Assn, of Advertising Agencies. 
Other officers elected are William 
G. White of Erwin, Wasey & Co., 
vice-chairman, and Charles R. 
Strotz of Bruce B. Brewer & Co., 
secretary. 


Aircraft Co. Names DeGarmo 
Boots Aircraft Nut Corp., Stam- 
ford, maker of all-metal self-lock- 
ing nuts for the aircraft industries, 
has switched its advertising ac- 
count from Moore & Co., Green- 
wich, Conn., to DeGarmo Inc., New 


x NATIONAL 
Se DISTRIBUTION 


| ae Easy, Low in Cost! 


Today’s soaring sales costs call for your careful 
examination of the old tested, proved inde- 
pendent selling field. This plan has built 48- 
state distribution quickly and at remarkably 
low cost for many of America’s multi-million 
dollar industries and hundreds of smaller 
firms. If your product or line can be sold by 
perso demonstration, we invite you to secure 
a frank, experienced appraisal of your possi- 
bilities and future in the direct-to-consumer 
selling field. There is no cost or obligation to 
you. Write today in detail. 


OPPORTUNITY MAGAZINE 
Dept. A-119, 28 E. Jackson Bivd., Chicago 4, Il. 
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a Lillion thanks to PB’s 
ADVERTISERS and READERS for | 
setting New PUBLISHING RECORDS... 


*Watch for it... read it . . . weigh it. 
SEE for yourself why builders and contractors F 
say they prefer this entirely unique FILE three to one 
over any other building reference source. 
If you haven’t seen a copy, 


ask the PB man who calls on you, 


u ** * 
> a 
* 
* 


* The largest dollar volume of 
Y advertising ever carried in a mt 
single issue of any Building 
Industry magazine. 


. . . the greatest number of 

Y advertising pages (29334) ap- 
pearing in any issue of any 
builder magazine in 20 years 
and more. 


... the greatest collection of 
practical contractor-builder 
reference moterial ever assem- + 


bled in so readily accessible a x 
* manner. 


a a ae 


* 
* 
* * 


* 
* x wy # 


Yes — thanks to our advertisers for recognizing and taking such 
effective advantage of the unprecedented value PRACTICAL 
BUILDER'S 1951 DATA & SPECIFICATION FILE represents. 


And thanks to practical builder vecders — more than 61,000 of the 


nation’s foremost builders and contractors plus some 26,000 


others who are important buying factors in the Light Construction 
Industry — who make PB’s DATA & SPECIFICATION FILE 


their instant reference source and buying guide. 


... Of the light construction industry 


Affiliated with 6 Building Industry Magazines 
comprising the largest, most distinguished publications 
in the building industry: Building Supply News, 
Building Material Merchant, Ceramic Industry, Ceramic Data 
Book, Brick and Clay Record, Masonry Building. 


5 South Wobash Avenue * Chicago 3 
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7 Musts for Direct Mail Outlined by Mayer 


New York, May 13-——Seven car- 
dinal principles of direct mail ad- 
vertising were outlined yesterday 
by Edward N. Mayer Jr., presi- 
dent of James Gray Inc., at a 
meeting of the Industrial Adver- 
tising Assn. of New York 

“Direct mail is action advertis- 
ing,” Mr. Mayer said. “It has been 
tried and tested repeatedly for a 
variety of products and proven its 
worth. Publications and mail order 
houses couldn't do business with- 
out it. They live by the mail 

“But there is no best kind of ad- 
vertising,”” Mr. Mayer said, “Each 
type has a specific job to do. Each 
is a tool to be properly used for a 
particular end, Direct mail is pne 
of the tools in the modern sales 
kit 


s “The primary and main purpose | 


of direct mail is to help salesmen 
sell. Don't try to do too much with 
it. Nothing can: take the place of 
good personal selling.” 

The other six principles of di- 
rect mail listed by Mr. Maver are: 

2. Address it correctly to the cor- 
rect list. More direct mail fails, he 
said, because of faulty addresses 
than for any other reason. Stressing 
the importance of keeping mailing 
lists up to date, he suggested as- 
signing certain employes to check 


usiness papers regularly for 

— of personnel and ad- 
iesses. 

“Write your copy to show 


What your product does for your 
PFOspect. People buy to get a new 
bénefit, or to protect an old one 
Cistomers are interested in what 
yoR can do for them, not what you 
think of yourself. 


4 

x Make the layout and format 
your direct mail piece fit what 
are trying to do. Keep it ap- 
sriate. Don't overdress it or 
erdress it. Give it a definite 
racter of its own. 

Make it easy for a prospect 
to@end the inquiry or order you 
Want. Teil him what he wants to 
ho Make it easy for him to fill 
inSyour return card. The less a 
pr@spect has to do, the better 

"6. Tell your story over again. 
Yow can't tell your story too often. 
Hg can't start and stop adver- 
tising and hope to get anywhere. 
Yoh have to keep at it, or your 
ad@ertising tool loses its edge. 

7. Test your mailings,” Mr. 
Mayer said in conclusion. “This 
can be done in several ways. Your 
salesmen can test in personal fol- 


low-up calls; you can test with 
questionnaires; you can test by 
the comments your salesmen get 
or faii to get. Analyze your re- 
turns.” 

® Anybody who uses direct mail 


should have a reference file of ef- 
fective mailing pieces. Particular- 
ly, he said, keep a dated file of 
your own pieces and a tabulation 
of returns for future reference 

The New York industrial adver- 
tisers’ annual award for the space 
salesman of the year was pre- 
sented to J. F. Ahrens, New York 
representative of Foundry, a Pen- 
ton publication 

Previous winners of the award 
since it was instituted in 1948 are 
E. F. Coffey, Electrical World: J 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Booklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Booklet No. 50" Maga- 
zine Clippings Aid Business” tells 
how the service is used by business 
organizations and their agencies. 


BACON'S CLIPPING BUREAU 
Business rs @ Farm Publications 
Consumer Magazines 

Dearbern St 


343 So. Chicago 4 


S. Cawley, Factory Management & 
Maintenance; W. A. Wilson, Pit & 
Quarry, and Kar! A. Zollner, Steel. 


Crosley Appoints Anderson 

James J. Anderson, formerly 
political science and marketing 
professor at Cornell University, 
has been appointed research direc- 
tor of Crosley Broadcasting Corp., 
Cincinnati. He succeeds Don Mil- 
ler, who has joined Burke Market- 
ing Service Inc., Cincinnati. 


Buys Croft Brewing Co. 

Narragansett Brewing Co., Crans- 
ton, R. L, has arranged for the 
purchase of Croft Brewing Co., 
Boston, subject to the approval of 
Croft stockholders. The Boston op- 
eration would be run as the Croft 
division of Narragansett, with no 
immediate plans for changes in 
brands, products or channels of 
distribution. A Narragansett offi- 
cial said that eventually Croft 
activities will be integrated into 
the parent company’s program of 
sales, advertising, merchandising 
and distribution. 


DesMarais Appointed S.M. 


Hubert A. DesMarais, formerly 
Pacific Coast manager for Gen- 
eral Dyestuff Corp., New York, has 
been named general sales manager 
of Pennsylvania Salt Mfg. Co. of 
Washington, with headquarters in 
Tacoma. 


Appoints Don Miller V. P. 


Donald L. Miller, formerly direc- 
tor of research for Crosley Broad- 
casting Corp., Cincinnati, has been 
appointed v.p. of Burke Marketing 
Research Inc., Cincinnati. 
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Two Appoint Don Heinrich 

Mid West Air Export Co., Peo- 
ria, Ill., has appointed Don Hein- 
rich Advertising, Peoria, to handle 
its advertising and promotion. At 
the same time, Lincoln Savings & 
Loan Assn., Lincoln, IIl., has 
named the agency to handle its 
financial advertising. 


Bayley Blower Names Agency 

Bayley Blower Co., W. Allis, 
Wis., has appointed Paulson-Ger- 
lach & Associates, Milwaukee, to 
handle its advertising. 


SELDOM SETTLE FOR JUST THIS CORE 


You're looking at City-Zone San Francisco 
...Which is 44-square-miles small in area, 
contains 28.9% of the market population, 
produces 37% of market retail sales 


POINT ° 


REAL MARKET CONSISTS OF THIS 


See how your selling opportunity grows with 
the inclusion of Trading Zone San Francisco! In 
an approximate 50-mile radius you find 66 
prospering suburban towns...with two-thirds 
of all market families . . 
every $10 in spendable market income 


MUCH MORE 


AND THE KEY IS THE CHRONICLE 


(as we've said before!) 
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POINT 1. 


ADVERTISERS WHO KNOW THE 
LOCAL “SCORE” 
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Byrne Products to Admiral 


Admiral Advertising, New York, 
has been appointed by Byrne Prod- 
ucts Inc., New York, “to handle 
‘C-Tone,’ a new geriatric proprie- 
tary preparation reportedly effi- 
cacious in chronic cases of de- 
generescence.” 


Salmon Joins McHugh Co. 

Helene R. Salmon, formerly with 
Degner & Associates, Los Angeles 
agency, has been appointed execu- 
tive assistant and copywriter by 
Phil D. McHugh Co. 


Doubleday Appoints Kleppner 


Doubleday & Co., New York, has 
named Kleppner Co., New York, to 
handle advertising on its Dollar 
Mystery Guild Book Club. The ac- 
count was formerly with Maxwell 
Sackheim & Co., which retains 
other Doubleday book club ac- 
counts. 


Appoints Erwin, Wasey 
Erwin, Wasey of Canada, Toron- 
to, has been appointed to direct 
advertising for Scripto of Canada 
Ltd., Toronto, pencil manufacturer. 


Dictaphone Corp. Boosts Two 


Dictaphone Corp., New York, has 
promoted C. K. Woodbridge from 
general sales manager to v.p. in 
charge of sales. George L. Hart- 
wigsen, assistant general sales 
manager, has been advanced to 
succeed Mr. Woodbridge. 


Kane to Alport & O'Rourke 
Mavis Collins Kane, formerly 
with Anderson, Smith & Cairns, 
Montreal, has been appointed an 
account executive by Alport & 
O’Rourke, Portland, Ore. 


Consistent Advertisers Are Last to Feel 
Effect of Depression, Arthur Brown Says 


Boston, May 13—“It is a proven 
fact that firms which advertise 
consistently, carefully and sin- 
cerely are the last to feel adverse 
business conditions and the first 
to recover,” Arthur F. Brown, 
president of Reilly, Brown & Wil- 
lard, Boston agency, told the Crea- 
tive Footwear Institute here last 
week. 


POINT 


We say our market’s 
and free-spending fam 
And San Francisco’s 
agree — because they 
second largest linage 


larly. Chronicle coverage, geared to market sales 


potential, peaks up in 


Zone and in the finer home districts of City Zone 


are looking 


CHRONICLE COVERAGE KEEPS 
GOODS ON THE MOVE 

IN ALL OF THIS MARKET, 
BEST LOCAL STORES PROVE! 


most active, substantial 
ilies read The Chronicle. 
leading retailers must 
place their largest or 
in our newspaper regu- 


the rewarding Trading 


Statistics from 1950 U.S. Census and 
Sales Management's 1951 copyrighted survey 


Schedule your San Francisco 


advertising where the “Best Circles” families 
...that’s in 


ronicle 


YOUR "] SALES-MAKER IN THE MARKET 


National Representatives: SAWYER, FERGUSON, WALKER CO. 
New York - Chicago + Philadelphia - Detroit - Atlanta « San Francisco - Los Angeles 


Noting indications of adverse 
business conditions in the offing, 
Mr. Brown warned that “the days 
of the order taker are numbered. 
The consumer has taken his right- 
ful place in the saddle and it is 
time for business firms to bring 
forth this decade’s forgotten man—- 
the salesman—and sell.” 


® “Advertising is the life-line of 
business,” he said. “It is the artery 
which causes goods to flow from 
the manufacturer to the consumer” 
and, as the going roughens, shoe 
people must “plan their advertis- 
ing carefully, coordinate it and fol- 
low a consistent program.” 
In facing the challenge of com- 
ing conditions, business must “sell 
|and service its customers as it did 
in prewar days” or else “the sher- 
| iff will advertise for them because 
{they cannot survive or profit in 
|a highly competitive economy,” 
Mr. Brown warned. 


General Motors Promotes 
Lehman; Clark Adds Duties 
The Frigidaire division of Gen- 
eral Motors Corp., Dayton, has pro- 
moted Herman F, Lehman to gen- 
eral sales manager to succeed 
Philip M. Bratten, who has been 
granted an indefinite leave of ab- 
sence. Mr. Bratten has been on 


Herman F. Lehman L. A. Clark 


leave for the past six months 
cause of illness. Mr, Lehman 
been assistant general sales ma 
ger for nearly 10 years and 
been with Frigidaire since 1925 

Meanwhile, L. A. Clark will 
tinue as assistant general es 
manager, but with broader duffies 
and responsibilities. He joi 
Frigidaire in 1929. 


Lerner to ‘Apparel Arts’ 

Donald S. Lerner, formerly 
Fairchild Publications, has jo 
the advertising staff of Esqui 
| Apparel Arts. 


ed 
th 
’s 


14th in Effective 
Buying Income per Capita 


; 
| 

ba among Sales Management's 

' 162 Metropolitan County Areas 


if your TV schedule covers the 

first 100 markets according to 
Effective Buying Income per 

_ Copita, then the Quad-Cities 
* market is among the leaders on | | 
your list. Over 234,000 Quad- 

_ Citions have the income to sat- 
bu isfy their tostes to a luxurious 


ou aces 


4 
aA 

| 

= 


- degree. And WHBF-TV is the 
| 4 enly TV station in Illinois out- 
| 4) side of Chicago. 

les Johnson, V.P. and Gen. Mgr. 


WW 


TELCO BUILDING, ROCK ISLAND. IL 
Bepresented by Avery Knodel tu 
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Canadian Advertisers Elect 

H. T. Venning, sales v.p. for 
Shirriff’s Ltd., Toronto, has been 
elected president of the Assn. of 


Canadian Advertisers. Other of- 
ficers elected are J. O. Pitt, Mont- 
real, executive v.p.; R. E. Sewell, 


Toronto, v.p. and treasurer; Robert 
E. Day, Toronto, R. R. McIntosh, 
Toronto, M, M. Schneckenburger, 
Montreal, and John M. Meldram, 
Toronto, v.p.s. 


San Francisco Admen Elect 
The San Francisco Advertising 
Club has elected Arthur M. Ar- 
lett, account executive with West- 
Marquis, president. Other officers 
elected are John Hoefer, v.p. of 
Hoefer, Dieterich & Brown, v.p.; 
Mrs. Florence Deems, production 
director of W. A. Palmer Films 
Inc., secretary, and Harry F. Bor- 
den, Borden Printing Co., treas- 


urer 


Appoints Moser & Cotins 

Conde Milking Machine Co., 
Sherrill, N. . has appointed 
Moser & Cotins, Utica, to handle 
advertising for its new “400” milk- 
ing machine. 


Lee Hat Plans 
Biggest Drive, 
New Ad Layouts 


6-Page Ad Scheduled; 


‘Courier-Post' Names Dyer 

Neal E. Dyer has been appointed 
business manager of the Courier- 
Post, Camden, N. J. 


all the leading banks 


in Wichita have used bus advertising for 
many years, 


more riders 
tising rates. In Wichita Transportation 
Advertising is handled by 


City Bus Advertising Co. 
810 Carter St., 


Topeka is serviced by Mobile Ads, 
at the same Wichita address. 


Half-Column Informative 
Copy Runs with Page Ads 


New York, May 14—Frank H 


The Fourth National Bank Lee Hat Co. will take full-color 
is one of them promoting their services pages in Colher’s, Esquire and 
daily. Wichita and Topeka are booming Look next fall in the biggest 

more buses—same adver single-season promotion drive in 


the company’s history. 

Lee will try something new in 
connection with these ads: “how 
to” editorial copy running for half 
a column on the page opposite the 
color insertions. The copy, heavy 
on service information about Lee 
hats, will be headlined: How to 
make sure your hat is right for 


Wichita, Kan. 


mes —_— 4 


+ IB, 
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It Pays to do Business with Reilly 


Why? Well, this pressman is one good reason. 
He’s shown testing electrotype thickness on a plate 


gauge. He has years of pressroom experience in 


printing and electrotyping . . . 


is a seasoned spe- 


cialist in checking electrotypes for maximum print- 


ing quality. 


Every member of his department is a highly 


trained proofer who pulls true quality impressions 


of every electrotype with the very latest precision 


proofing equipment. His eagle eye can detect micro- 
scopic defects, and his OK'd proof certifies our prod- 


uct as precision perfect on release to publication. 


This man is just one of many Reilly specialists 


located in Reilly plants nationwide 


you swift, 


expert 


ready to give 


service, wherever you are... 


whatever your problem. 


These 


technicians 


have contributed much to 


Reilly's high-quality reputation—have been largely 


poles gers 


responsible for such Reilly achievements ... as the 
elimination of hard and curled edges, as well as 
more exact duplication of fine rule and delicate 
vignette reproduction. They form the backbone of 
the world’s largest electrotype company —a com- 
pany with the technique, personnel and progressive 
thinking to guarantee you the finest electrotype re- 


production possible. 


Wherever You Are, There’s Always 
A Reilly Plant Ready to Serve You! 
New York. Reilly Electrotype Division 


San Franciseo, American Electrotype Division 
Indianapolis, Advance-Independent Electroty pe Division 
Chicago, Lake Shore Eleetrotype Division 


Detroit. Michigan Electrotype & Stereotype Division 
New Haven, New Haven Electrotype Division 


Los Angeles. Reilly Plastictype Division 


L There's Always a Man Who Knows at my | 


LUCE ME TNTE SS eee Me aed a AY oe 
EILLY ELECTROTYPE COMPANY 


Division of Electrographic Corporation .. . 
305 EAST 45th STREET. NEW YORK I7, N.Y. - 


creators of better plates for better printing 
MUrray Hill 6-6350 


sr 


Advertising Age, May 19, 1952 


you; How to choose the right color 
hat; How to make your hat last 
longer and look better. 

The page color ads will empha- 
size two headlines: “Look to Lee 
for the newest in hats...for every 
place and face” and “Lee hats... 
shaped for  you...forever...one 
quick flick does the trick.” 


s The company will also push its 
Disney hats via a six-page gatefold 
in the November Esquire. Opened, 
the gatefold will show nine dif- 
ferent Disney hats, in color. The 
last page of the fold will contain 
a list of Disney retailers. Reprints 
of the ad will be sent by mail to 
500,000 persons. 

Right now, Lee salesmen are 
merchandising the campaign that 
will break in September. Each 
salesman carries a portfolio called 
a merchandise coordinator. Be- 
sides reproductions of the ads to 
come, it contains advance show- 
ings (samples) of next fall’s shirt- 
ings, suitings, neckwear and outer- 
| wear fabrics. It also contains sam- 
|ples of Lee hat materials and 
colors. The idea is to help the re- 
tailer make related sales. 

The advance showings are pro- 
vided with the okay, respectively, 
of the National Assn. of Shirt & 
;Pajama Manufacturers; Wool Bu- 
reau, and Men's Tie Foundation. 


8 Retailers are also getting illus- 
trated brochures titled, “Look to 
Lee for the newest ideas in hat 
merchandising.” These reproduce 
the planned advertising and give 
all selling points of each Lee 
model, via photos and captions. 

Retailers will get window posters 
and counter cards and a display 
unit that allows the hat to give 
the appearance of floating on air. 
The hat appears against a color 
background of changeable metallic 
foil. Five removable copy cards 
are supplied for use in the right 
side of the display. These tie in 
with the national advertising. 

In the Disney gatefold promo- 
| tion, retailers will be listed who 
“stock the complete line in speci- 
fied quantities.” Disney will also 
pay half the space costs to retailers 
using local newspapers to tie in. 

The Lee agency is Grey Adver- 
tising. 


‘Argosy’ Promotes Donohoe 
to Advertising Manager 


Herbert J. Donohoe has been 
promoted from eastern advertis- 
ing manager to advertising man- 
ager of Argosy. 
Before joining 
Argosy, Mr. Don- 
ohoe was associ- 
ated with The 
New Yorker for 
a number of 
years. 

Al L. Dougher- 


ty, a member of 

Argosy’s sales 

staff, has been 

advanced to suc- “4 

ceed Mr. Dono- Herbert J. Donohoe 


hoe. Before join- 

ing the magazine he had been with 
Sports Afield and Young & Rubi- 
cam. 


| Pharmaceutical Maker Will 
|Televise AMA Convention 


Smith, Kline & French Labora- 
tories, Philadelphia pharmaceuti- 
cal maker, will televise proceed- 
ings of the American Medical 
| Assn. annual convention June 10- 
| 11 at Navy Pier in Chicago for the 
| public for the first time. 
| Two half-hour reports will be 
presented on 36 stations over Na- 
tional Broadcasting Co.'s television 
network at 9:30 a.m., CST, on 
Tuesday, June 10, and at 10 p.m., 
CST, on Wednesday, June 11. More 
stations may be added to the pres- 
ent schedule. Retail druggists in 
television areas are being supplied 
with posters announcing the pro- 
gram. 


Kampmann Jr. Adds Account 
Finney & Son, Philadelphia mon- 
ument maker, has appointed Rob- 
ert S. Kampmann Jr., Philadelphia 
agency, to direct its advertising. 
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Pathfinder 


sells ideas 
where ideas 
are wanted 


nee 


TREO Fert mpl H+ os 


People buy ideas first . . . sales of merchandise follow. 
By its editorial content, Pathfinder seeks out 


people who are looking for ideas. Twice each month, 


pt TOT OAS EN SN RE me eet 


to a nationwide family audience of thinking 
men and women, Pathfinder brings news and views 
on products and people, business and Government. 


ee et See 


No other magazine of comparable character 
majors in Pathfinder’s market . . . a market 
where more than half the home-owning families 


of America live . . . families who have 


great needs and great buying power. 


If you sell products or services through ideas, 
Pathfinder will extend your coverage into an 
important new market of thinking people. That is 
why an ever-increasing number of important 
companies are adding Pathfinder to their 

national advertising programs. 


Siidhill 


Publisher 
} Washington Square, Phila. 5, Pa. 


Reach More Thinking Americans ... Buy Pathfinder 
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Circulation: 1,270,000 weekly . . . 
and growing 
SOURCE: Publisher's estimate, Ist Quarter 1952 


* 


In 1951 Quick gained more circu- 
lation than all major weeklies 


combined 
SOURCE: Based on Publishers’ Statements to ABC, 
June 30 and December 31, 1950 and 1951 


* 


Ad pages up 40%—25 pages— 
for first quarter 1952 over same 
period last year 


* 


Rental area levels and auto owner- 
ship of Quick readers above medi- 


an for Life, Look, Post, or Collier's 
SOURCE: Cleveland Studies, ducted by Cross- 


* 4 *, ley, Inc. 

ay 

3 I Higher circulation percentage in 
oA * a e cities of 100,000 and over than 


Life, Look, Post, Collier's 
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SOURCE: Lotes? circulati lysis of 
and 1950 Census 
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A family magazine. . . each issue 
read thoroughly by all members 


mitagelene hae sna . 


of the family 


SOURCE: Depth Interview Studies, conducted by 
Bureau of Applied Social Research 


Henn nanan a p-------------------------------------------- 


* 


Every ad an attention-getting full 
page ...can’t be missed 


* 


Shortest closing date of any major 
magazine .. . 2 weeks before on- 
sale date for b&w ads 


* 


Lowest cost per page per thousand 
($1.66) of all major weeklies 


Based on one-time b&w page, Ist Quarter de- 
livered circulation overage 


* 


$26,780 buys 13 b&w pages in 
Quick ... same amount buys only 
2'4 pages in average mass weekly 


* 


Efficient merchandising service . . . 
tailor-made for your specific dis- 
tribution problem 
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“2 to 3 times more requests from 

Quick readers than from any of the other 
5 magazines used . . . Quick pays 

terrific dividends.” 


EXPANSO BELTS, 
KNOTHE BROTHERS 


Placed the largest page contract in 1951 
ever to run in a general magazine— 

52 four-color, bleed center-spreads in Quick. 
Renewed the contract in 1952. 


point to — 


“Quick is an excellent medium to reach 
progressive, young intelligent women. 
Our coupon ad appeared in 35 


success / =~ 


PERSONAL PRODUCTS CORP. 


Launched a 13-time schedule in Quick with 
nation-wide promotion in 4500 drugstores. 
Termed results ‘most successful.” Are 
amazed by large number of consumer 
inquiries produced by current Quick 
campaign, even though no offer is made. 


McKESSON & ROBBINS 
MANUFACTURING DIVISION 


the pocket news 
magazine 
busy people 
rely on 


CIRCULATION 1,270,000 


GARDNER COWLES, Editor 
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Halford Appointed S.M. 
John H. Halford Jr., formerly 
with Forstmann Woolen Co., Pas- 


saic, has been appointed v.p. and 
sales manager of Carvill Combing 
Co., Moosup, Conn. He also will 


be executive assistant to the presi- 
dent of Brunswick Worsted Mills 
Inc., Moosup 


indoor Advertising of America 


4 O/F/S1ON OF WL BTRNSGAARD AND ASSOCIATE 


346 NM. JUSTINE ST., CHICAGO 7, iLL. 


DISPLAYS OF ALL TYPES AND SIZES 
DEMONSTRATIONS EXHIBITS 


Let us bid on your next display job 
PHONE OR WRITE. .NO OBLIGATION 


‘Biggest Ad Campaign for Omega Watch 
Uses ‘Official Olympic Timepiece’ Theme 


New York, May 13—The sum- 


mer Olympic games will be fea- 
tured in a new ad campaign an- 
nounced last week for Omega 
Watch Co., Bienne, Switzerland 
Copy prepared by Lewin, Wil- 
liams & Saylor, New York, will 
highlight use of Omega products 


as official timepieces for the Olym- 
pic events to be held in Helsinki 
Finland 

Norman M. Morris Corp., U. S 
distributor of the Swiss Omega 
watch, said the promotion is the 
biggest in its history. Page and 
half-page ads will be run in For- 
tune, Holiday, National Geographic 


Magazine, New York Times Sun- 
day Magazine, The New Yorker, 
The Saturday Evening Post and 
Time. 


® Local newspaper will be 
placed on a 50-50 co-op basis with 
Omega dealers. Window display 
plaques, illustrated brochures con- 
taining reprints of national ads, 
envelope stuffers and special sales 
manuals will be sent to dealers 

Norman M. Morris, president of 
the distributing company, said the 
firm's 1952 ad budget is 20% high- 
er than last year and double the 
1950 figure. 


acs 


Freiberger Forms TV Dept. 


Curt Freiberger & Co., Denver, 
has formed a TV department. It is 
the first agency in TV-less Den- 
ver to engage in TV production. 
At present Freiberger handles a 
quarter-hour television program 
for the Denver Convention and 
Visitors Bureau for use over major 
TV stations throughout the coun- 
try, spots for Tivoli Brewing Co. 
for use in Utah and spots for 
American Beauty Macaroni Co. for 
various markets. 


Rosen & Co. Boosts Moses 

Jack Moses, who has been in the 
purchasing department, has been 
promoted to advertising and sales 
promotion manager of Raymond 
Rosen & Co., Philadelphia distribu- 
tor of appliances. He replaces Len 
Oxenberg, who has resigned. 


ppecial to 


Time Buyers: 


REMEMBER, this summer — 


Far More people 
to avoid summer static 


Far More people 


will listen to FM stations 


will listen to FM for base- 


ball broadcasts 


Far More people 


will listen to local news and 


events broadcast only on FM 


So, in making your time schedules, don't overlook FM 


Dont let 


Include FM and get 


complete coverage 
all summer long 


In many places in the country, your 
toughest competition is static. The 
folks you're trying to sell simply 
can’t hear your commercial . . . be- 
cause ‘radio climate” garbles the 
AM signal and shatters it with static. 
That's why more and more adver- 
tisers are insisting on FM, too— 
and getting their message across 
with all the sell and sense left in. 


Reg. US. Pat. Off 


ZENITH RADIO CORPORATION, Chicago 39, Illinois |. (ican Soe 


eons osuncee RADIO 
and TELEVISION 


a an 
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Retailers Must 
Seek New Lines 
to Sell: Hansen 


PORTLAND, OrE., May 13—“Re- 
tailing has for too long a time re- 
garded itself as the focal point in 
a purely distributive process. Mere 
distribution is not enough. There 
must be a constant search for new 
markets. 

“A comparison of sales of con- 
sumer durables in 1950 and 1951 
illustrates the point,” George Han- 
sen, president of National Retail 
|Dry Goods Assn., told the Pacific 
Northwest Retailers’ Clinic. 

In ‘51, Mr. Hansen said, sales 
of refrigerators dropped off from 
6,200,000 to 4,075,000 units, TV sets 
from 7,463,000 to 5,100,000, and 
home radios from 8,174,000 to 6,- 
600,000. 


s “But, in °51, consumers bought 
251,000 air conditioners as against 
195,000 in ’50, 1,050,000 home 
freezers against 890,000, 275,000 
dishwashers against 230,000, and 
| 2,100,000 steam irons against 1,- 
645,000. 

“This proves,” he said, “there 
is no such thing as a uniform con- 
sumer durable goods expenditure 
which responds automatically to 
economic conditions. On the con- 
trary, it shows a terrific response 
to new products, 

“Selling the same products in 
| the same way year after year is 
a sure guarantee of declining vol- 
jume for the retailer. But when 
there is something which makes 
for better living, the consumer to- 
day is ready with the cash.” 


’ 


® The important thing to remem- 
ber about today’s consumer, Mr. 
Hansen emphasized, is that he can 
be more selective. What he spends 
for non-necessary merchandise 
represents the difference between 
a smoothiy running economy and 
disaster. Mr. Hansen said it is esti- 
mated that the total of discretion- 
ary funds in consumers’ hands is 
about $100 billion. 

Unless this money can be tempt- 
ed out of retirement, he said, by 
means of new products and serv- 
ices, the economy cannot be kept 
running smoothly. To do more ef- 
fective selling, Mr. Hansen said, 
retailers will have to learn more 
about the habits of consumers. 


a “Money spent for reliable data 
en consumer living habits . and 
needs is as much a form of capital 
investment as putting in a new 
store front or adding a suburban 
branch. Because the knowledge ac- 
quired is a concrete asset, it will 
show up in dollars and cents in 
increased effectiveness of advertis- 
ing, promotion and direct mail 
solicitation.” 

In addition, Mr. Hansen said, 
retailers must use advertising space 
more effectively, by curtailing in- 
stitutional advertising for harder- 
hitting types. Management must 
attempt to build volume by buying 
better values, increasing direct 
mail solicitation on credit accounts 
and by offering more complete as- 
sortment of goods. 


Shepler Names Lee Biespiel 


Shepler Mfg. Co., Pittsburgh 
maker of Radia ventilating fans 
and blowers, gas and electric heat- 
ers and electric and gas fireplace 
logs, has appointed Lee S. Biespiel 
Advertising, Chicago, to direct its 
advertising. Trade publications, 
consumer magazines and news- 
papers will be used. 


Clipp Heads Broadcasters 


Roger W. Clipp, general man- 
ager of WFIL, Philadelphia, has 


been elected president of the 
Pennsylvania Assn. of Broad- 


casters. 
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New Mexican Agency Formed 


_ Luis G. Dillon, formerly execu- 
tive v.p. of Foote, Cone & Belding 
International; Edgar Huymans, 
previously general manager of 
Ruthrauff & Ryan’s branch office 
in Mexico City, and Fernando Rin- 
con Gallardo, formerly FCBI’s re- 
gional director for Brazil and 
Mexico, have organized a new ad- 
vertising agency in Mexico City. It 
will operate under the name of 
Dillon-Huymans-Rincon Gallardo, 
S. A. Ruthrauff & Ryan has dis- 
continued its own operations in 
Mexico and has transferred to the 
new corporation all assets and lia- 
bilities of its Mexican company. 


KPO] Promotes LaBonte 


Robert C. LaBonte, account ex- 
ecutive for the last year, has been 
promoted to commercial manager 
of KPOJ, Portland, Ore. 


Colgate Names 4 Officers: 
Reilly Heads Soap Setup 
Colgate-Palmolive-Peet, Jersey 
City, has named three executive 
v.p.s and one v.p. They are James 
A. Reilly, William L. Sims II and 
J. A. Straka, and H. W. Reynolds. 
Mr. Reilly becomes executive 
v.p. of the soap department; Mr. 
Sims is executive v.p. in charge 
of the foreign department, and Mr. 
Straka executive v.p. of the toilet 
articles department. Mr. Reynolds 
is general counsel for the company. 


CocaCola Quarter Sales Up 

Coca-Cola Co., New York, re- 
ports consolidated first-quarter net 
profits, after taxes and all other 
charges, were $4,122,982, compared 
with $4,120,637 in the comparable 
period of 1951. First quarter profit 
before taxes was $10,182,236 in ’52 
and $9,897,706 in ’51. 


N.Y. BBB Names 4 Directors | 


The Better Business Bureau of 
New York has named four to its 
board of directors. They are Maj.- 
Gen. Julius Ochs Adler, v.p. and 
general manager of the New York 
Times; Gerald O. Kaye, v.p, in 
charge of sales for Bruno-New 
York; Thomas W. MacLeod, presi- 
dent of Stern Bros. department 
store, and Ira A. Schur, partner of 
S. D. Leidesdorf & Co. 


McKinney Firm Incorporates 

Harris D. McKinney Organiza- 
tion, Philadelphia technical and 
industrial advertising agency, an- 
nounces it is now functioning on a 
corporate business basis under the 
name of Harris D. McKinney Inc. 
Harris D. McKinney is president; 
George D. Richardson, v.p.; R. P. 
McKinney, secretary, and Charles 
W. McCann, treasurer. 
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ut An ans MARKET 


pERFECT TEST 


Isolated . . . vigorous. . . 
relauvely unconquered is the great 

and growing Salt Lake City-Ogden market—a perfect 
spot to test your product or your advertising. 

Use QQEERSTEEED “heart of the city” POSTERS 

in Salt Lake City and Ogden—a thrifty medium 

in a prosperous market, 


W rite today for details 


tHE HARRY H. PACKER company 
Salt lake City,Utah =, 
‘  Wayren R. Hadley, Manager, Utah Division 


Say itin S 


American business has 


selling the story of its products to an ever-expanding 


market. It’s a BIG job 
important every day. 


That’s why market-wise businessmen turn to 
“SCOTCHLITE” Sheeting for better looking, 
harder-hitting outdoor campaigns. They know signs 
made of this brilliant reflective material reach more 
people, sell harder than any other outdoor medium. 


OUTDOOR ADVERTISING is a 
better buy when reflectorized with 
“SCOTCHLITE” Sheeting; de- 
livers dramatic impact in true 
color. Packs a greater sales wallop! 


MAKE THE 


Flashlight jest./ 


Call your local sign supplier and 
ask him to make the FLASHUGHT 
TEST right in your office! He'll 
show you how “SCOTCHLITE” 
Sheeting works. 


REG. U.S. PAT. OFF. 4 


COTCHLITE 


REFLECTIVE SHEETING 


a job to do, telling and 


getting bigger and more 


And signs made with “SCOTCHLITE” Sheeting 
work right around the clock! At night when or- 
dinary signs go ‘‘out of business’’, these reflectorized 
signs still command attention 
brilliance by the headlights of every passing car. 

So, whether you are boosting your products 
through outdoor advertising 
highway for maximum safety and beauty, you'll do it 
better with “SCOTCHLITE” Sheeting! 


lit up in full-color 


or blazing a super- 


PERFECT TIE-IN... ' 
with outdoor campaign: SCHLITZ Beer — 
distributors use reflectorized emblems on } 
their fleet of trucks. Like the outdoor 
signs, these emblems are visible both day 
and night, do a powerful selling job. 
Rolling outdoor “signs"’ strengthen the 
impact of the whole program and do a 


public relations job as well. Reflectorized 
units are also easier to see, reduce the 
possibility of nighttime collisions. 


A AUTO DEALERS use 
( ® A reflectorized emblemsfor 
\ quntnthen / better identification, 

™ ¥ more selling power. Man- 
ufacturers’ colorful trademarks are in- 
corporated in the dealer signature for 
added effect that cannot be achieved 
with conventional metals. (No shortage 
of “SCOTCHLITE” Sheeting, either!) 


BETTER EMBLEMS... 

for store windows, doors, vehicles are 
now available with “SCOTCHLITE”’ 
Sheeting. Advertisers get perfect trade- 
mark reproduction in true colors that 
gleam brilliantly 24-hours-s-day. And 
new-type materials offer easier applica- 
tion than ever before. Just remove back - 
ing and rub onto the surface. Quick 
and easy! ie 


Sag 


YOUR LOCAL 


THIS DIESEL LOCOMOTIVE has 
brilliant markings of reflective 
sheeting for greater nighttime 
visibility. Colorful striping adds 
to appearance of equipment, too. 


REFLECTORIZED TRUCK EMBLEMS 
do a double job; prevent costly 
rear-end collisions, give you free 
advertising that SELLS, on the 
finest possible position. 


REFLECTIVE 


TRADE-MARKS for store fronts, 
point-of-purchase signs repro- 
duce perfectly in colorful re- 
flective sheeting, offer full day- 
and-night visibility. 


PEG. Uv. 5. PAT. OFF 


Seaorewcire 


BRAND 


SHEETING 


For low-cost signs you 


can SEE day and night! 


SIGN MAN... 

or emblem manufac- 
turercan tell youabout 
alltypesof “SCOTCH- 
LITE” Sheeting. Ask 
to see some samples of 
his work with reflec- 
torized signs, emblems 
and decals. You'll be 
pleased to learn how these lovs-cost signs 
can help you give your promotional pro- 
gram a real “‘boost.” 


Made in U.S.A. by Minnesota Mining & Mfg. Co., 
St. Paul 6, Minn. —also makers of “Scotch” Brand 
Preasure-sensitive Tapes, “Scotch” Sound Record 
ing Tape,“ Underseal” Rubberized Coating “Safety 
Walk” Non-slip Surfacing, “3M" Abrasives, “3M" 
Adhesives. General Export: 270 Park Avenue, New 
York 17, N.Y. In Canada: London, Ont., Can 
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This Week with Armour... 


Prizes, Money-Back Deals, Models 


: Used by Armour on Several Fronts 


Cuicaco, May 14—Armour & Co. 
. was active on many fronts this 
's week. The Chicago meat packer 
ses was busy planning or running: 
eA national money-back cam- 
paign for Dial soap. 
> e@ The biggest promotion of sau- 
sage in the company’s history. 
e@A_ nationwide contest giving 
away $46,000 worth of prizes. 

In addition, Armour this week 
released its fifth annual report on 
the number of stores selling meat 
on a 100% self-service basis. 


® The Dial campaign will run from 
June 1 to July 12, with buyers able 
to get their money back by sending 


a wrapper to NBC star Dave Gar- 
ey roway 
> The Armour & Co. promotion 
¥, will be run in conjunction with 


the company’s daytime radio show, 
“Dial Dave Garroway.” 
A full refund—plus postage price 
will be exchanged for any wrap- 
per from a bath or “complexion 
size” bar of Dial. Payment will be 


“eigned by Garroway. 
says the offer “is de- 


Armour 
er to reach consumers who 
Rave not yet tried their first bar 
@f Dial.” 
i Commercials on the Garroway 
show will plug the offer and full- 
e@lor ads will run in 154 newspaper 
cé@mics sections. 


, Mn trade ads—to be run in 15 
x ery and drug publications— | 
an rroway will tell dealers: “This| 
* fantastic deal. I'm paying peo- | 


to buy even more Dial. With 


x) * 
4 “a coupons or premiums, it’s easy. 


t get lots of Dial. Put it out 
on me folks can see.” 
ae oote, Cone & Belding handles 
the Dial soap account. 


is using Portland, Ore., 
fof its giant promotion of sausage. 
Portland was chosen for the big 
ft h because it has one of the 
. i fifest sausage kitchens in the na- 


tigm. The plant was built there by) 


* mour a few years ago | 
Pe campaign, launched  this| 
i *k, has many phases: newspaper | 
ads, radio programs, pretty models 


; demonstrating in stores and direct | 
ie mail coupons 


® Plans were organized two weeks 

ago when Milton A. Talbert, sales 
tall manager of the Armour sausage 
department, went out from Chi- 
cago to meet with local sales di- 
rectors. 

Also in on the meeting were top 
people from Armour’s§ agency, 
; Foote, Cone & Belding. These in- 
3 cluded William R. Eagan, mer- 
chandising department manager, 
and Richard P. Einwalter, both 
from the Chicago office, and Leith 
Abbott of Portland, Pacific North- 
west manager for FC&B 

Mr. Eagan said the drive is a 
one-city job but added that dif- 
ferent-type promotions may be run 
later in other areas 
of sale material 


8 Point is being 


gpvenrtsine LAYOUTS. 


puoTo WOUNTING eo , AND 1 nats rsa 
wg, ORANIHE 


HCI oss Cement Removed By Rubbing 


newer : os 
sa Ey sue for ' yk ~ a 
<n ENT Mfony ac we 


Sold by art, stationery 
and photo dealers 


won HUBBER & ASBESTON CO 
*eNTON mF 


in the form of a personal check | 


used extensively, and during the 
early days of the campaign ten 
models will move from store to 
store in the city. 

The newspaper drive broke 
with 1,000-line ads in all dailies, 
to be backed by smaller space in 
selected weeklies 

All ad copy is being prepared by 
the Chicago office of FC&B. 

On May 12, FC&B also sent out 
250,000 coupons to Portland house- 
holders. Each coupon is worth 15¢ 
on the purchase of a one-pound 
package of Armour franks or sau- 
sage. 

Two radio programs over KEX 
are being used. One is participa- 
tion on the Kay West women’s 
show. The other is Bob Alms- 


berry’s 
gram. 

In addition, Bob Almsberry will 
do a series of junior auditions in 
three retail stores a week. Win- 
ners in each audition will appear 
on a Saturday morning show. 


“Uncle Bob” juvenile pro- 


® Armour’s “star 
meals”—corned beef 
stew, chili, tamales, vienna sau- 
Sage, deviled ham, Treet and 
chopped ham—are getting the ben- 
efit of the company’s national con- 
test. 

A total of 1,966 prizes will be 
awarded, the top one being a “trip 
to anywhere.” The contest runs 
from May 14 through July 6 and 
ads are breaking this month in sev- 
en magazines, 93 newspaper sup- 
plements and 27 Sunday comics 
sections (AA, May 5). 

A wrapper from any of the Arm- 
our products listed above must 
accompany each entry. Contestants 
will tell in 50 words or less where 
in the world they want to go and 
why. Judges will pick the winners 


pantry-shelf 
hash, beef 


on the basis of interest, originality 
and aptness of reasons. 


® The first-prize winner will get 
round-trip transportation for two 
—up to $5,000—to the place of his 
choice. If he prefers, Armour will 
give the winner the entire $5,000 
in cash. 

In addition to the trip, the top 
winner will receive $1,500 worth of 
food—a year’s supply for a family 
of four—which he may select from 
any dealer he wishes. 

A supplementary contest—fea- 
turing $4,000 in cash prizes—also 
will be held for store owners, man- 
agers, clerks and other store em- 
ployes. The dealer prizes will be 
based on the best store displays 
promoting the “Trip to Anywhere” 
contest. 


s In its survey on stores selling 
meat entirely through self-service 
departments, Armour reports there 
are now 5,400 such stores—an in- 


crease of 1,400 over the previous) 
year. Five years ago there were! 


Advertising Age, May 19, 1952 


GROWTH OF 100% S. S. MEAT STORES 
SLOWED DOWN THIS PAST YEAR 


seuss OF stents 


3,000 
ANMOAL INCREASE—MOMBER OF SORES 


1948 
SOF recetase 
400% 


1949 1950195195? 


PERCENTAGE 
imcatase 


leas) (1949 1958 
OM Ay ot Aged | 0957. ere wore 1.201 move Sores thew 


Agee) 0 Tee cepreseem © 15% eereme 


1951 1957 


only 178. (The Armour report is 
based on the year ended March 31, 
1952.) 


Can they hold a candle to the self-made men 
who battled their way up without the help 
of four years behind the ivied walls? 


They Went to College, published by Harcourt, 
Brace, is required reading for anybody who wants 
the real low-down on America’s sheepskin-owners. 


In its pages, you peer into the post-graduation 
eareers of the ex-Greasy Grind, the ex-Big Man on 
Campus, the ex-All-Around Student, and the Ones 


How have college 


Who Just Sat There. 


How many of them married, how many children 
they have, who got divorced, who got the best 
jobs, what they think of the courses they took, 
what they would do if they could start all over 
again—these are just a few of the areas explored 


in this unprecedented study. 


Greasy Grind and Filthy Lucre 
What the study discovered about education's effects 
on earning power makes profitable reading for ad- 
vertisers. College graduates in general (no matter 
what their grades) earn more than twice the aver- 


age yearly income for all American men. 


In their turn, “straight A” 


'‘G 


aS 
—> 


COLLEGE! 


The College Graduate in \merica Today 


Ernest Havemann 
& Pawricia Salter West 


students and Phi 


Beta Kappas do better financially than average 
and poor students in every occupational field. As 
the book sums it up: 


‘Viewed strictly from a materialistic point of 
view, college graduates are conspicuously suc- 
cessful. They hold the best jobs, the positions 
of greatest prestige. They make a great deal 
more money than their non-college contempo- 


Based on a survey sponsored by TIME and 
analyzed by the Columbia University Bureau 
of Applied Social Research. Published by Har- 
court, Brace & Co. On sale at all book stores. 


raries. By all conventional standards, they 
have made good almost to the man.” 


TIME’s interest in They Went to College stems 
naturally from the fact that most of its subscribers 
are college-trained. What we learned about college 
graduates gives advertisers the first really detailed 
and documented view of a major U. S. market. 
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While the rate of increase de- 
clined this past year, Armour says 
this “does not indicate loss of in- 
terest.” The report points out: 

“Though fewer new supermar- 
kets were opened, a greater pro- 
portion of them opened with 100% 
self-service than in the previous 
year.” 


® Only 2%% of all stores now 
handling fresh meats have 100% 
self-service. However, these stores 
do about 14% of the total retail 
meat business. Chain stores ac- 
count for three-fourths of the 100% 
self-service stores. 

The 1952 Armour report does not 
cover partial self-service meats, 
explaining that this operation “is 
now so universal that it is almost 
taken for granted.” 

For the fourth straight year the 
Northeast had the greatest increase 
—33%—in self-service meats. 
States with the largest number of 
100% self-service stores are New 
York (479), Texas (369), Penn- 
sylvania (365), New Jersey (324), 


Ohio (297), California (271), and | 198 hours buying 5,467 items. 

Florida (254). | The survey also reported that 
another du Pont study, called “On| 
With the New,” found that fresh} 


nS Se meats in service departments have | 
MEA UYING: an impulse buying rating of 14.8%, | 

CLEVELAND, May 16—Self-ser-| nije luncheon and smoked meats | 
vice meat shoppers buy more) pave a rating of 33.6%. But in fully | 


products in about one-half the time prepackaged meat departments the | 
it takes shoppers in service meat impulse rates for these groups| 
departments, according to a CON-| were 19.9% and 48%. respectively. | 
sumer survey made by E. I. du) Copies of the survey are avail- 
Pont de Nemours & Co. able from the du Pont film depart- 
The survey, in the form of a| ment, Wilmington, Del., or from 
filmed time study, was released by joca] du Pont representatives. 
the du Pont film department at the | 
Super Market Institute convention ‘Farm Journal’ Plans Three 
yg hg “enge oI in a new series Editions for Area Coverage 
ee ae ae | rm Journal will soon be pub- 
of time studies planned by du lished in three different editions 
Pont, was made during a normal) ¢,-h month: the East-Midwest, 
shopping week in stores through- South, and Far West. The South 
out the country. edition will begin with the No- 
| vember issue and the Far West 


dla | shortly thereafter. The magazine 
@ It disclosed that 2,70® shoppers <4 this will be an editorial move, 


in self-service meat departments | 244 not an advertising or circula- 
purchased 5,927 items in 116.7) tion action. 
hours. An equal number of service) The idea behind the change is 


| retail 


meat department shoppers spent to allow Journal editors “to give 


feature 
jects which are of special interest 
to farm families living in each of 
these three basic agricultural 
areas.” 


‘Philadelphia Inquirer’ Cuts 
Saturday Retail Ad Rates 

The Philadelphia Inquirer has 
cut its retail rates, for retail con- 
tract accounts only, 10¢ a line on 
Saturdays. This follows a similar 
move by the New York Times and 
the New York Herald Tribune 
(AA, May 5). 

The morning paper’s move is 
designed to encourage Saturday 
advertising and increase 
Saturday sales. The other two 
Philadelphia newspapers, the Bul- 
letin and the News, are not 
following suit at present because 
they are afternoon papers. ~ 


Gulf Oil Buys Newscast 

Gulf Oil Corp., Pittsburgh, will 
sponsor “John Daly and the News” 
over ABC starting June 16 at 10 


p.m., EDT. The 15-minute news- | 


cast will be broadcast five nights 
weekly. Young & Rubicam is the 
agency. 


graduates made out? 


Ml 


ae ee 


“~ 
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Because its audience represents one of the largest con- 
centrations of college graduates reading any major magazine 
in the world today, TIME, The Weekly Newsmagazine, un- 
dertook the comprehensive study which is the basis of this 
milestone book. Three weeks after publication it was on the 
best seller lists of the N. Y. Times and Herald Tribune. 


treatment to those sub- 
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-— Different 


45 


* 
TAKE ANOTHER LOOK 
AT THIS 


MAGAZINE 


IT HAS OVER 37,000 
“SELLER-SELECTED” 
RESPONSIVE READERS 


—Different in:— 


MARKET MAKEUP: Cuts across every 
major industry class from Autos to 
Zinc—all important manufacturers 
have a vital stake in Electrification 
developments. Our readers contrel 
or influence industry’s huge annug 
dollar expenditures for MOTO 
AND CONTROLS —LIGHTI 
—ELECTRICAL HEAT D 
VICES (Resistance, Infrared, [ 
duction-Dielectric) —AIR CON 
TIONING — WELDING — 
ELECTRIC TRUCKS — a 
POWER pisrainur1ON 


EQUIPMENT which feeds thea 
all. 
* 


EDITORIAL COVERAGE: Always firs 
with the news on the newest Indu 
trial Electrification ideas—dug w 
not only by our own skilled staf 
but by more than 1000 elected 
utility industrial engineers, whos 
job it is to promote production< 
improving applications. Present 
tion: in the proven “best-reade 
ship” picture-story form...nothi 
in the field like it. 

*« 3 
CIRCULATION CONTROL: This is an 
independent magazine with a spon- 
sored circulation. Subscriptions are 
paid for by leading electric utilities 
—whose industrial engineers hand- 
pick the men-who-buy in each of 
their leading customers...and pro- 
vide practically continuous check 
and double-check on plant and per- 
sonnel changes. YOU CAN’T 
DUPLICATE THIS ASSURED 
CONTINUOUS ACCURACY 
AND COMPLETENESS. 


* 


Results 
for Advertisers? 
REMARKABLE IN CONTRAST TO 
THOSE FROM ORDINARY MAG- 
AZINES .. . WRITE TODAY FOR 
DATA ON ACTUAL INQUIRY 
AND SALES EXPERIENCES 
published by 
B. J. MARTIN & COMPANY 

20 N. WACKER DRIVE, CHICAGO 6 


420 LEXINGTON AVE. 
NEW YORK 17 


oe} B44 ror 


THE INDUSTRIAL 
PICTURE-NEWS MAGAZINE WITH THE 
“SELLER-SELECTED"’ READERSHIP 
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America’s most useful news 


: The magazine “most useful” to its subscribers is the magazine 

| “most useful” to its advertisers. Poll after poll of America’s men of 

: business and industry results in more votes for ‘U.S. News & World Report” 
as the one magazine “most useful” in their work of all six news and 
management magazines. The most recent of these polls was conducted 
among all U.S. executives in “Who’s Who In Commerce & Industry.” 

Here is how these outstanding men of business voted: | 


Q.: “Which one of the following magazines do you find most useful 
to you in your work?” 


A.: U.S. NEWS & WORLD REPORT. . 29.7% | News magazine “C” .... 12.0% 
News magazine “B” ......+ ++ 25.3% Management magazine “3”" 5.8% 
Management magazine “2” ... . 23.0% Management magazine “‘4”’ 4.2% 


‘Class News Magazin 


Although three of the magazines studied have more total 

circulation, it is significant that “U.S. News & World Report” 
ranked first-choice in this roster of outstanding business 

men. Other important groups, such as the executives of the railroads, 
the men directing the most aggressive companies, the heads 


Gea I ee a 


of the leading advertising agencies, etc.—all gave 
“U.S. News & World Report”’ their first-choice vote as : 
the most useful magazine in their work. 

Coverage of important men in business and industry—yes! 

Coverage of those who control the spending of a major 

segment of corporate spending—yes! But equally important— 


authority and respect, and the intense and alert 
readership that goes with it. It is undoubtedly a 

reason why advertising in “U.S. News & World Report” 
is so resultful. 


| FIRST IN ADVERTISING GROWTH 
A LI N CWS 1951 Revenue Gain 53% Over 1950, Greatest in Its Field 
24 + & 


FIRST IN CIRCULATION GROWTH 


magazine & Wo rid Re port 1951 ABC Gain 18% Over 1950; Greatest in Its Field 
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A. H. Fensholt 
Gives Committee 
Control of Agency 


Cuicaco, May 16—A. H. Fen- 
sholt, founder of the Fensholt Co., 
has relinquished control of 
agency to an executive committee 

Members of the committee, and 


their new titles, are Frank D 
Ewing, chairman of the board of 


directors; N. D. Buehling, presi- 
dent, and Edna M. Johnson, v-p., 
secretary and assistant treasurer 
Mr. Fensholt told AA that he de- 
cided to turn most of his duties 
over to the new committee because 
he wanted to make “a gradual 
shift in agency responsibility while 
I'm still on my feet.” He will con- 
tinue to serve as treasurer of the 
agency, however, and also plans to 
be active in serving several clients. 


s Mr. Fensholt founded the agency 
that now bears his name in 1922 
He went into partnership with R. 
D. Allbright in 1929, and the pres- 
ent corporation was established in 
1933. Before entering the agency 
field, Mr. Fensholt had been ad 
manager for Allen-Bradley Co., 
Milwaukee (now a Fensholt ac- 
count) 
The new executive committee 
has a combined total of 60 years 
ith the agency. Mr. Ewing joined 
1929, became secretary in 1933 
il was named a v.p. in 1938; Mr. 
shling started with Fensholt in 
1934, becoming a v.p. in 1938, and 
Miss Johnson joined in 1930, and 


ame secretary and assistant 
surer in 1942. 


ppoints Friend-Sioane 
he mail order division of Gray- 


sof-Robinson Stores Inc, New 
Y@rk, has appointed Friend-Sloane 
ertising, New York, to direct 


the | 


advertising. All media and di- 
mail will be used 


| 


$20,000 WORTH 
| of art and layout 
_ material for only ff 


Multi-Ad Services, Inc. 
105 Walnut, Peoria, Ill. 
E CREATIVE ART SERVICE | 


lv. p 


Canadian Papers 
Raising Prices 


Quebec, May 14—Continually 
rising costs of production and dis- 
tribution are forcing higher deliv- 
ery rates and newsstand prices for 
daily newspapers, members of the 
Canadian Circulation Managers 
Assn. were told this week at their 
19th annual convention here. 

Laurent Paradis of Le Nouvel- 
liste, Three Rivers, Que., said that 
his paper has changed its subscrip- 
tion rates from $8.50 a year to 30¢ 
a week. In most districts, he said, 
there has been an increase in cir- 
culation as a result. 

Frank Henrich, president, New 
England Circulation Managers 
Assn., 
newspapers have increased weekly 


home delivery rates generally, and | 


that they now average 35¢ to 36¢. 

I. B. MacCallum of the Halifar 
Herald-Chronicle said his paper 
has raised rates from 30¢ weekly 
to 35¢ for home delivery. It has 
resulted in a daily decrease of 1,- 
000 copies, he said. 

Toronto papers are offering in- 
centives to carriers for more home 
subscribers, according to F. D. 
Taylor of the Toronto Daily Star, 
and Ralph Beatty of the Toronto 
Telegram, who said that they are 
offering increased commissions as 
well as premiums 


eA. R. Marr of the Telegraph- 
Journal, St. John, N. B., was elect- 
ed president of the association to 
succeed L. T. Colvey of the Mon- 
treal Gazette. 

Other officers elected include D. 
T. Fleming of the Sun-Times, 
Owen Sound, Ont., Ist v. p.; H. B. 
Cowan, of the Examiner, 
borough, Ont., 
Angers, of Le Droit, Ottawa, 3rd 
W. J. Stewart of the Times- 
Journal, St. Thomas, Ont., was re- 
elected secretary, and Alex Sim of 
the News-Chronicle, Port Arthur, 
Ont., was reelected treasurer. 

Next year’s annual convention 
will be held in Ottawa 


Lynchburg, Va., Admen Elect 

Joseph F. Wright has _ been 
elected president of the Advertis- 
ing Club of Lynchburg, Va. Other 
officers elected are: Eugene Camp- 
bell, v.p.; 
and Acy L. 


Adams, treasurer. 


Ruby Burford, secretary, 


reported that New England | 


GETS GAVEL—Allan Holmes 


left), publisher of the Evening Reporter, Galt, Ont., 
newly elected president of the Canadian Daily Newspapers Assn., receives gavel 
of office from predecessor E. C. Whitehead of the Daily Sun, Brandon, Mon. The 
annual meeting of the association in Toronto saw 60 advertising agencies en- 
franchised. 


F&S&R President 
Cites Media Group 
on 16th Birthday 


CLEVELAND, May 13-——Contribu- 
tions of the Cleveland 
Group to advertising progress here | 
were hailed by Allen L. Billings- 
ley, president of Fuller & Smith 
& Ross, in an address at the or- 
ganization’s 16th anniversary 


| luncheon. 


Peter- | 
2nd v. p., and Guy} 


“The advertising business in 
Cleveland has benefited from the 
existence of the media group, and 
for its existence the agencies in 
particular owe genuine thanks,” 
Mr. Billingsley said 

Admitting there stil! is need 
for better understanding between 
agencies and media, Mr. Billings- 
ley said the operation of the group 
had made it possible for these two 
wings of advertising to work to- 


| gether for mutual benefit 


8 Mr. Billingsley also urged adop- 
tion by all Cleveland media of the 
2% cash discount which, he said, 
“is essential to strong and solvent 
agencies and is good economics for 
media.” 
Founded in 


1936, when Cleve- 


Media founders. 


| Carpenter, executive v. p. of WHK; 


land had only four radio stations 
and no television, the group has 
helped to lift standards and the 
volume of advertising, Mr. Bill- 
ingsley said. The group presented 
54 certificates of recognition to 54 
agencies and honored five of its} 


@ The guests of honor—still asso- | 
ciated with media they represented | 
16 years ago—included John F.| 
Patt, president of WGAR; H. K.| 


Leo P. Doyle, general manager of 
the Cleveland News; Sterling E. 
Graham, general manager of the 
Plain Dealer, and V. Browne Irish, 
v. p. of Central Outdoor Adver- 
tising Co. 

Jules Eshner, secretary and at- 
torney, has been executive director 
of the media group since it was 
established in 1936. 


Buy Out Agency. Add Account 

Alexander G. Rigas and John J. 
Zboyan have purchased and ab- 
sorbed all interests in the former 
partnership of Rigas, Turchette, 
Zboyan & Co., Newark agency, and 
have changed the name to Rigas, 
Zboyan Inc. Meanwhile, the agency 
has been appointed to handle ad- 
vertising for Boller Beverages Inc., 
Elizabeth. 


Long Beach families buy 


more in 


food stores 


than the families in 
Akron, Rochester, Birmingham. 
Providence or Omaha 


Want some of this booming business? You can get it through advertising in the 


Press-Celeg 


Long 


Beach, 


Read in More than 7 out of 10 Long Beach Homes 


NATIONAL 


Sources Sales Management Survey 


REPRESENTATIVES: 


of Buy 


}and published by Time, 


gram 


ing Power, May, 1951 


CRESMER & WOODWARD 


Transportation 
Ad Study Issued 


by Canadian ARF 


TORONTO, May 15—The results of 
its fourth transportation advertis- 
ing study have been issued by the 
Canadian Advertising Research 
Foundation. 

This survey, like the others in 
Winnipeg, Vancouver and Mon- 
treal, was made for Canadian Car 
& Bus Advertising Ltd., to deter- 


| mine just what readership car card 


advertising gets. 

Gruneau Research Ltd. made the 
survey, conducting 1,505 inter- 
views—-701 before the cards were 
displayed and 804 after they had 
been up for 30 days. This “con- 
trolled recognition” method was 
designed to discount suspected 
sources of inflation in the indi- 
cated recognition of car cards after 
they had been displayed. 


® The study reported audiences for 
11 ads, all displayed as half-run 
services (one card in every other 
vehicle) and on side locations. 

Here are the results, based on 
Toronto’s basic population of 875,- 
| 900: 


Cor- 
rected No. 
% of Real People 
Basic “Who And. Seeing 
Pop. Ride Avg. (Avg.) 
AGE GROUP: 
15 to 29 32 83 41 95,000 
30 to 44 31 79 28 60,000 
45 and older......37 82 17 45,000 
RENTAL GROUP: 
Upper quarter.25 72 25 40,000 
2nd quarter 25 80 31 55,000 
3rd quarter 25 85 28 50,000 
Lower quarter..25 88 28 55,000 


FREQUENCY OF RIDING (per week): 


5 round trips....37 100 40 = =130,000 
2 to 4 trips 20 100 21 35,000 
1 a month to 

la week 24 100 16 35,000 
®@® The highest individual score 


among the 11 ads shown was 270,- 
000 persons, which is 31% of the 
total population. The lowest score 
was 18% of the population, or 125,- 
000 people. 

More than 80% of Toronto’s 
population use the city’s trans- 
portation system, and they stay 
aboard for an average ride 29 min- 


utes long. More women (87%) 
than men (75%) patronize the 
system. 


Passengers who manage to get a 
seat most of the time comprise 
54%, while 27% divide their time 
between sitting and standing. A 
footsore 19% are unlucky enough 
to have to stand most of the time. 

For the purposes of the study, a 
rider was defined as a person 15 
years of age or older who says he 
has ridden a public vehicle one or 
more times within the month im- 
mediately preceding the interview. 


CBS, ‘Time’ to Ofter 
‘52 Convention Guide 

Time and CBS Radio and Tele- 
vision Networks, New York, have 
collaborated on a special political 
convention booklet which is now 
being distributed free to American 
voters. The 24-page guide, written 
discusses 
highlights of past party conven- 
tions and describes customs, pro- 
cedures and regulations for the 
upcoming Republican and Demo- 
cratic nominating sessions in Chi- 
cago. 

The guide is being offered to 
the public in announcements over 
CBS—radio and television, with 
the time donated by the networks 
and their stations. 


Audit Bureau Adds Four 


The Audit Bureau of Circula- 
tions has added two advertiser 
members and two agency mem- 
bers. The advertisers are National 
Carbon Ltd., Toronto, and Shaw- 
inigan Power & Light Co., Mont- 
real. The agency members are 
Bobley Co., New York, and Hum- 
bert & Jones, New York. 
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Americas Largest 
Farm Magazine 


Announces Another 


Editorial FIRST’! 


DITORIAL leadership has made 

Farm Journal the largest, the most 
successful farm magazine in America— 
first with the people of rural America, 
first with advertisers who must reach and 
sell the big rural market. 


More than six years ago, the editors 
of Farm Journal introduced a new con- 
cept of national farm magazine editing — 
the first decentralized editorial staff with 
full-time editors permanently located at 
strategic points throughout the country. 
Trained experts, they know what to look 
for, cover their territory like a newsbeat, 
seek out the news of farming and farm 
living. This is their sole interest —they 
hold no other jobs. 


Forward editorial thinking like this 
has made Farm Journal not only the 
largest selling farm magazine nationally 
—but the largest selling farm magazine 
in most sections of the country. 


Now, Farm Journal announces still 
another important editorial ‘‘first’’—a 
new idea in national farm magazine edit- 
ing designed to make it of even greater 
interest to farm families throughout 
the country—an even more effective 
medium for national advertisers. 


Soon Farm Journal will be pub- 
lished in three editions—a move which 
will enable Farm Journal’s editors to 
give feature treatment to those subjects 
which are of special interest to farm 
families living in each of the three basic 
agricultural areas—the East-Midwest, 
the South and the Far West—while 
still retaining all of the editorial advan- 
tages which only a national magazine 
con 


The Southern Edition of Farm 
Journal will be an accomplished fact 
with the November 1952 issue. The 
Western Edition will follow shortly. 


Because these moves are being 
undertaken with the reader in mind, 
advertisers cannot fail to benefit greatly 
by them. Editorial leadership like this has 
made Farm Journal first with the families 
of rural America and first with the ever 
growing number of advertisers who have 
come to recognize the huge potential of 
the national farm market. 


First again with an important new 
editorial idea, Farm Journal will as before, 
continue to sell advertising only on a 
national basis, serve national advertisers 
and its readers as no other farm maga- 
zine can. 


The Farm Journal 


FARM JOURNAL, INC. 


Washington Square, 
Phila. 5, Pa. 


Graham Patterson, PUBLISHER 
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Freezer-Food Plans Now Operate 
in All Big Cities; BBBs Active 


14—-Freezer-food 
still moving 


Curcaco, May 
merchandising is 
ahead at a rapid clip. 

There are today at least two 
food plans operating in every ma- 


jor metropolitan center. Local ap- 
pliance dealers break with new 
plans every day 

Another freezer manufacturer 


@ NITE NEON-FLYING 
© SKY - BROADCASTING 


333 NO, MICHIGAN AVE 
CHICAGO 1, ILLINOIS 


PHONE $1 2.7487 


NEWYORK OFFICE 
224 EAST 38TH ST 
_ Mu 7-6477 


also has joined the swelling ranks. 
Crosley division of Avco Mfg. 
Corp. is offering two separate 
freezer-food programs. It has told 
its dealers and distributors: “Steps 
must be taken immediately to in- 
vestigate a food-freezer promotion 
to prevent our losing control of a 
very profitable segment of the ap- 
pliance business.” 


s In the mad rush to market plans, 


operators continue to run afoul of | 


Better Business Bureaus every- 
where. The objections of the bu- 
reaus were reported previously in 
AA. They are always the same: 
High pressure advertising which 
misleads the consumer about sav- 


ings on meat purchases and about 
the nature of the package plan. 
The Dallas BBB issued a lengthy 
statement on the plans, reporting 
concern “with the prevention of 
the widespread gyp practices in 
Dallas which have accompanied 
the rapid growth of this industry 
in other cities in which racket 
operators have devised numerous 
schemes to ‘short’ the customer.” 
The Dallas bureau did not con- 
demn the food plan itself, pointing 
out that some operators are con- 
sulting with the BBB and news- 
papers about their operations and | 
advertising. | 
® Incidentally, the investigation by | 
the Dallas BBB uncovered evi-| 
dence to support the charge that} 
food groups are applying precsure 
wherever they can to fight the 
plans. The report stated: } 
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OREO 


CREME SANDWICH 


COOKIE OF THE MONTH—National Biscuit Co., which knows sandwich cookie sales 

are about 25% better in the summer, is using 24-sheet posters like this to push 

Oreo sandwiches as the “cookie of the month” during June. Ads in Better Homes & 

Gardens, Look, McCall's and Parents’ Magazine will help. McCann-Erickson is 
Nabisco’s agency. 


foods and fresh 
seem, 
manufacturing 
“Wholesale suppliers of frozen | retail food stores in Dallas.” 


meats, it would 
are under pressure from 
levels as well as 


The bureau added that the city’s 
main wholesaler has since had a 
change of mind about cooperating 
with the food plans. 


Picture of broadcast coverage 
in Northern California 


In Northern California, KNBC reaches more people 
...more often...than any other radio station 


Fix Northern California's coverage RECENT RADIO AUDIENCE RATINGS:— 


KNBC, 50,000 watts, 
non-directional wide 
circle coverage. 


Other dominant stations, 
50,000 watts, directional 
elliptical coverage. 


All television 
stations. 


picture in your mind 


Television, a small 60-mile radius, 


with only about '; 


the area 


Ow ning sets 


of the familics in 


Radio, two $0,000 watts directional 


stations, with coverage over a limited 
elliptical area, and 


KNBC, 


div ectional, 


coverage that includes not only the 


San Francisco-Oakland Metropolitan 


Market, but 


Markets of Northern California. 


giving a 


$0,000 watts non- 


wide circle of 


all the thriving PLUS- 


KNBC... 


) 


& 
7 
~ 


Total Rated 

Time Pertods 
Station A 13.8 
Station B 18.9 


. 23.4 


Wide circle Wide circle coverage plus program popularity make — 


KNBC = mn 


Northern California's No. 1 Advertising Medium 
50,000 Watts, Non-Directional —680 KC 
Represented by NBC Spot Sales 


@ Even in Los Angeles, where 
more than 100 plan operators have 
organized and set advertising 

e standards, the BBB is still active 
on the question. A recent bulletin 
blasted “misleading price angles” 
in ads and concluded: “You can 
buy meat cheaper out of a but- 
cher’s case than you can from 
many of the ‘wholesale food 
plans.’” 

Better Business Bureaus in San 
| Francisco and Boston also have 
|taken action recently on local 
| freezer-food plans. 
| Meanwhile, on the other side of 

the ledger, two freezer merchan- 
disers have dignified the growing 
industry by writing a book about 
it. Robert Harnish, Pacific Coast 
district manager of Deepfreeze di- 
vision of Motor Products Corp., 
and David N. Reid, sales repre- 
sentative of Frank Edwards Co., 
San Francisco appliance distribu- 
tor, are the authors and publishers 
of “The Food Freezer Plan.” 


@ The book describes the ins and 
outs of organizing a_ successful 
food plan and is intended for 
dealers and others interested in 
starting a program. It is available 
at $2.50 a copy from Harnish & 
Reid, Western Merchandise Mart, 
1355 Market St., San Francisco. 

McGraw-Hill’s Electrical Mer- 
chandising has a condensation of 
the book in its May issue, calling 
it “the sanest and most thorough 
approach to ‘the hottest thing to 
hit the business since television.’ ” 

Appliance people talking about 
freezer-food promotions trot out 
all the superlatives in their vo- 
cabulary. Electrical Merchandising 
and the Harnish-Reid book prove 
to be no exceptions. 


® Some typical excerpts from the 
book are: 

“Nothing so fantastic has struck 
this appliance business in many 
years... 

“This ingenious conception for 
selling home freezers in volume is 
advancing audaciously and _ in- 
exorably across the nation... 

“The success of the food plan is 
without parallel in the appliance 
industry. It can be stated without 
reservation that fortunes, big and 
small, are now within easy grasp 
of men who have the know-how 
to organize and train specialty 
salesmen.” 

Electrical Merchandising has a 
way with hyperbole, too. Quoting 
a recent report to the editor, the 
magazine described reactions of 
distributors to food plans as fol- 
lows: “They are keyed up about 
them, act as if they were smoking 
reefers when they talk about 
them.” 


s A more restrained report on 
freezer-food plans is contained in 
this month’s “Consumer Reports.” 
The publication gives nudging ap- 
proval to the plans, warning its 
readers to be extremely careful 
“before signing the contract.” 

The article says “it appears they 
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have some merits, but that many 
families can accomplish the same 
ends better without the food plan.” 
Criticism of the program follows 
the same line as the BBB objec- 
tions. 

One thing that is apparent in the 
Harnish-Reid book and in any 
study of existing plans is that the 
specialty salesman plays a key role 
in freezer-food merchandising. 


8 All that media advertising can 
do is provide a lead to a customer. 
Selling the package plan requires 
a visit to the home because the 
whole family usually has to be 
sold on the plan. Telephone calls, 
direct mail and door-to-door can- 
vassing have proved to be the 
most successful techniques. 

While newspaper ads have been 
used, they -have been found to be} 
inadequate to explain the food) 
plans. Messrs. Harnish and Reid | 
say “it is questionable whether the | 
results obtained warrant the cost.” 
Both radio and television have 
been used with good results. 


FREEZER-FOOD PLANS 
PROMOTED LOCALLY 

CuHIcaGco, May 13—Freezer-food 
plans are—up to now—pretty much 
of a local affair. 

A few outfits have announced 
ambitious intentions of national 
coverage, but none has material- 
ized. The Freezer Owners Assn., 
New York, is generally considered 
to have the widest breadth—a 20- 
city range on the East Coast (AA, | 
March 10). | 


8 Some new developments on the 
freezer-food front include: 

1. Food of the Month Club Inc., 
San Francisco, will begin a news- 
paper, radio and magazine cam- 
paign about May 15. This club dif- 
fers from the average plan by of- 
fering a freezer which is manu- 
factured to its specifications. The 
freezing unit will be known as the 
Freeze King. The club’s agency, 
Walter McCreery Inc., says expan- 
sion is planned later to other areas. 

2. Producers Wholesale Food Co.., 
Chicago, used radio and TV to of- 
fer a free steak to anyone calling 
a specified phone number. The 
steak came “without cost or ob- 
ligation” and was, of course, de- 
livered by a salesman for the food 
plan. The company said results 
were good. | 

3. In Seattle, the Bon Marche} 
department store launched its own 
plan, offering different makes of 


| 
| 


Accurate Western 


OCCUPANCY 
LISTS 


Mass coverage mailings 
of coupons, samples, etc. 


Complete, up-to-date occupancy lists 
have been a key in Hecht-Arms’ rise 
to the largest direct advertising firm 
on the West Coast. Because we spe- 
cialize in western markets, we have 
compiled and maintain the best west- 
ern occupancy lists available—any- 
where. Constant field checking and 
revision maintain highest possible 
accuracy and completeness. Used 
regularly by the “Blue Book” of gro- 
cery store products manufacturers. 
If you have a product marketing 
problem in the West, phone or write 
us for detailed information. 


freezers. Food comes from its own 
frozen food department. 

4. In Memphis, the A & M Whole- 
sale Food Club introduced the 
Amana plan and offered $10 to any 
person furnishing a lead which re- 
sults in a sale. 


Sets Cologne Stick Push 


Shulton Inc., New York, will run 
four-color ads during June, July 
and August for its stick colognes, 
introduced last year. More than 1,- 
000,000 units were sold in 1951, 
although original production plans 
called for 250,000, according to 
Shulton. The advertising schedule 
includes Dell Modern Group, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Modern Romance, Modern 
Screen, The New Yorker, Redbook, 
Screen Stories, Seventeen, To- 
day’s Woman and Woman’s Home 
Companion. Wesley Associates is 
the agency. 


| Rosebrugh Promoted to S.M. 


Howard J. Rosebrugh has been 
promoted to general sales manager 
of the Dodge-DeSoto division of 


Chrysler Corp. of Canada, Wind-| 
| mouth, Mass., has appointed Reilly, 


sor. 


Westinghouse Names 3 V.P.s_ Brown & Willard, Boston, to handle Newspapers and direct mail will be 


to Head 12 of Its Divisions 

Westinghouse Electric Gorp., 
Pittsburgh, has appointed three 
v.p.s to head 12 of its 31 divisions. 
W. W. Sproul, sales manager of 
industrial products, has been 
named v.p. in charge of the general 
industrial products group of divi- 
sions, which comprise the Micarta, 
standard control, small motor, ele- 
vator, Sturtevant, welding and 
lighting divisions and Bryant Elec- 
tric Co., a wholly owned subsidiary 
at Bridgeport, Conn. He has been 
with Westinghouse for 25 years. 

H. E. Seim has been elected v.p. 
in charge of the Sturtevant divi- 
sion, with headquarters at Boston, 
and also of Bryant Electric Co. He 
has been general manager of both 
operations. Mr. Seim joined Bry- 
ant Electric in 1909. L. B. McCully 
has been elected v.p. in charge of 
the E. Pittsburgh divisions (trans- 
portation, generator and switch- 
gear), of which he has been man- 
ager. He joined Westinghouse 36 
years ago. 


Hotel Appoints RB&W 
The Terrace Gables Hotel, Fal- 


its advertising and public relations. the principal media used. 


IDEAS 
EXPERIENCE 
FACILITIES 


~ 


LITHOGRAPHED CARDBOARD DISPLAYS 


a 


Memo to Sales Promotion men: 


Don’t let those ulcers start again. 
When sales-curve sags 
and downward lurches— 
: Call Inland in 
on Point of Purchase! 


INLAND LITHOGRAPH COMPANY 


CHICAGO 6-RANDOLPH 66-3256 


Vou Schaciboee 
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Don’t feed dishwater to the hogs yet! 


Progress gallops so fast in pig raising that 


if you “take an afternoon nap, you will get 


behind on happenings,” writes Kirk Fox, Editor 


of SUCCESSFUL FARMING. 


Latest startling research comes from Michigan 


Ag Ex Station. Scientists feeding a control group 
of hogs a balanced diet...found that the addition 
of a detergent brought a sizeable gain in weight. 


It’s still too early to start feeding your wife's 


dishwater to hogs. Some detergents are harmful 


for pigs. But Successrvt Farmine will give the 


right detergent recipes to its businessmen farmers, 


as soon as possible! 


Farming is a business... constantly 
carrying on research on new products, 
applications, methods, and techniques... 


8 @/ increasing production by mechanization, 
electrification, labor-saving equipment 


... improving efficiency, quality,and output, 


getting higher yields at lower costs. 


The farm home has kept pace with better farm 


business...today equals or exceeds the best suburban 


standards. . 


draperies, floor covering, decor . . 


. with functional furniture, the latest 


. rumpus rooms, 


outdoor barbecues, landscaping. The wife of the 


businessman farmer is today’s best customer for 


better quality merchandise. 


Best class market... is the SuccessruL FARMING 
audience of 1,200,000 families, with nearly a million 


concentrated in the fifteen agricultural Heart states 


¥ 


on the best U.S. farms, 
with the best soil, largest 
property investment, 
most modern machines, 
the highest yields and 
incomes. The average 
SF subscriber’s yearly 
earnings easily exceed 


Rl 


T= | 
a 


the national farm average by 50°,, and more. 


General media merely fringe this choice market, 


and tv touches it lightly. Nothing reaches so much 


of the best of it as SuccessFuL FARMING 


the one 


medium needed to balance national advertising 


effort, deliver maximum sales. For full facts, call the 


nearest SF office. 


Merepirx PusiisHinGc Company, Des Moines... 
New York, Chicago, Cleveland, Detroit, anta 
New York, Chicago, Cleveland, Detroit, Atlanta, 
Los Angeles, San Francisco. 
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CHARLES F. H. JOHNSON 

Passaic, N. J.. May 13—Col. 
Charles F. H. Johnson, 72, presi- 
dent of Botany Mills, and an out- 
standing figure in the textile in- 
dustry, died at his home here May 
9. 

Col. Johnson was born in New 
York. His first job was selling 
lozenges in Central Park. Later he 
became a refreshment vendor at 
the Polo Grounds, attending school 
at night. For a time, he worked as 
a bookkeeper for the Erie Railroad 
but resigned to become first sec- 
retary and later president of the 
Passaic Board of Trade 


Following World War I, during 


which Col. Johnson served with 
the Army Air Force, he acquired 
When yo Remember 
need WM. F. RUPERT 
Compiler of NATIONAL 
RECENT BIRTH LISTS EXCLUSIVELY 
BIRTH for over 55 yeors 


90 Fifth Ave., New York 11 
OR 5-3523 


an interest in Botany Mills, a Ger- 
man property which had been 
taken over by the Alien Property 
Custodian. . 

As head of the company, Col. 
Johnson finally pulled it out of 
financial difficulties and began a 
program of advertising and promo- 
tion to make Botany a household 
word. With his son, Charles F. H. 
Johnson Jr., he set the company on 
a course of expansion and manu- 
factured a wide range of consumer 
products, ranging from apparel to 
cosmetics 

He was active in many organiza- 
tions and clubs and held both the 
Legion of Merit and the Novelli 
medal for outstanding efforts in 
national defense. 


BRUNO B. BINETTER 

New York, May 13—Bruno B. 
Binetter, 40, founder of Zurrah, 
one of the first advertising con- 
cerns in Tel Aviv, Israel, died May 
10 in Mt. Sinai Hospital after a 


| brief illness 


Born in Hungary, Mr. Binetter 
was educated in Germany but fled 
the country in 1933 when Hitler 
came into power. In Tel Aviv he 
worked as a day laborer, newsboy 
and advertising space salesman be- 
fore starting his own agency in 
1934. It now has clients in the U. S., 
England, France, Switzerland, Hol- 
land and Belgium. 

Mr. Binetter was recently ap- 
pointed head of the American 
headquarters of an international 
exhibition and fair to take place 
in Israel next year called the “Con- 
quest of the Desert.’ He was sec- 
retary of the Israel Advertising 
Assn. and was its representative to 
the International Advertisers Con- 
ference in London. He came to 
New York in 1947 to work on the 
Palestine Democracy-at-Work ex- 
hibit in Rockefeller Center. 


L. F. DEUTZMAN 

Smirutown, N. Y., May 13— 
Lawrence F. Deutzman, 71, owner, 
editor and publisher of five Long 


Island weekly newspapers operated 
by Rambler Publishing Co., died 
May 11 of a heart attack. 

Mr. Deutzman entered the pub-| 
lishing field in 1922 when he pur- 
chased the company which oper- 
ates the five weeklies, all called | 
the Messenger, in Smithtown, St.) 
James, Kings Park, Central Islip, 
and Ronkonkoma. He was a mem-| 
ber of the Advertising Club of New 
York. 


C. A. BAUMGART 

Des Moines. May 13—C. A. 
Baumgart, 63, former advertising 
sales manager for Successful, 


Farming, died at his home here 
May 11 of a heart ailment. 

Born in Lowden, Ia., Mr. Baum- 
gart at one time operated County 
Newspaper Advertising, a trade| 
publication which he sold in 1931. | 
He served as national administra- 
tor for the publishing and print- 
ing industries under the NRA. 

A resident of Des Moines for 35 
years, Mr. Baumgart worked for 
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SITTING?—Wheatland Tube Co., Philo- 
delphia, will use this picture in an institu- 
tional campaign in horizontal business 
papers in the fall. The schedule has not 
been completed. Leonard F. Feilman As- 
sociates, Philadelphia, is the agency. 


Meredith Publishing Co., publisher 
of Successful Farming, for 25 years 
before retiring early in 1951. He 
was a member of the Agricultural 
Publishers Assn. and a member of 
the administrative committee for 
the Advertising Research Founda- 
tion’s Continuing Study of Farm 
Publications. 

In addition to active work on 
various community projects, Mr. 
Baumgart was a past president of 
the Des Moines Advertising Club. 


WILLIAM V. GOSHORN 

GALion, O., May 13—William V. 
Goshorn, 74, publisher of the 
Galion Inquirer since 1933 and 
former clerk of the Ohio state sen- 
ate, died yesterday. 


HERBERT SHAPIRO 

NEWTON, MAss., May 13—Her- 
bert Shapiro, 44, president of 
Royce Shoe Co. and Rocketts Co., 
shoe manufacturers, died May 7 in 
Mt. Auburn Hospital, Cambridge. 
Mr. Shapiro has been president of 
both concerns for more than 12 
years. 


LYNN J. CARREL JR. 

CAMBRIDGE, Mass., May 13— 
Lynn Justus Carrel Jr., 44, sales 
and promotion manager of the 
Harvard University Press here, 
died May 8 in Faulkner Memorial 
Hospital, Boston. 

For 10 years sales and adver- 
tising manager of the University 
of Oklahoma Press, Mr. Carrel 
started with the Harvard Press 
in 1948. He entered the publishing 
business in 1935 when he joined 
the educational department of 
McGraw-Hill Book Co. 


Poorman, Butler Adds Three 


You're Missing Something 
If You Miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Poorman, Butler & Associates, 
| Muncie, Ind., has been named to 
| direct advertising for the glass 
machinery division of Lynch Corp., 
Anderson, Ind. (previously placed 
direct); Maxon Premix Burner 
| Co., Muncie, and Overmyer Mould 
| Co., Winchester, Ind. 


Johnson to ‘Sporting News’ 

A. C. Johnson, sales representa- 
| tive for Field & Stream in Chicago 
|for the past six years, has been 
| placed in charge of the Chicago of- 

fice of Sporting News and Sport- 
ing Goods Dealer, succeeding Fred 
Owens. Mr. Owens has not an- 
nounced future plans. 


| Darcy Joins F. W. Dodge 

| George R. Darcy, formerly edi- 
{tor of industrial and _ business 
| books for McGraw-Hill Publish- 
ing Co., New York, has joined 
F. W. Dodge Corp., New York, as 
|manager of the book department 
|of Architectural Record. 


Blum Named Craftint A.M. 

William J. Blum, formerly with 
Curtiss Associates, Cleveland pub- 
| lic relations consultant, has been 
appointed ad manager of Craftint 
Mfg. Co., Cleveland maker of com- 
mercial art materials. 
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Publicity Can Be 
Top Merchandising 
Tool, Ruder Says 


New York, May 14—‘Publicity 
is the most under-rated merchan- 
dising tool in America because few 
people know how to put it to work 
at the local level.” 

Speaking before the Merchan- 
dising Executives Club of New 
York today, William Ruder of 
Ruder & Finn, public relations con- 
sultant, declared that “publicity 
isn't given half the chance it de- 
serves to prove itself as a selling 
tool because it is not integrated 
into over-all merchandising pro- 
grams.” 

Publicity can be used to sell on a 
market-by-market basis, Mr. Rud- | 
er insisted. Local network public- 
ity in individual markets, he said, 
can be used to enable an adver- 
tiser to pin-point publicity, if it is 
keyed into his advertising plans, to 
make the advertising more effec- 
tive. 


s In a recent campaign for White 
Rock, Mr. Ruder said, his organi- 
zation—working with the client's 
agency, Kenyon & Eckhardt—or- 
ganized a network of publicity in 
125 markets. Results in most of 
these markets were excellent, he 
said. In particular, he said, 3,233,- 
350 impressions were delivered in 
a market of only 350,000 popula- 
tion over a two-week period. This 
included 28 newspaper stories, 11 
television shows and 12 radio 
shows all giving complete product 
identification for the client’s prod- 
uct. 

“Consumer saturation coverage 
of this type,” he said, “could not 
have been obtained economically 
through advertising alone or 
through nationally controlled pub- 
licity. It had to be developed by 
local network men right on the 
spot. 

“The essence of publicity, just as 
in advertising, is continuity,” Mr. 
Ruder said. “Nationally placed 
publicity material that might cover 
the country with just one or two 
stories will not produce desired re- 
sults. It must get in at the roots 
and pound, time after time.” 


Merchandising Execs Elect 
Cone, Radcliff, Calhoun 


Lester M. Cone Jr., assistant 
merchandising manager of Mc- 
Cann-Erickson, has been elected 
president of the Merchandising 
Executives Club of New York. 
Originally the Merchandising Men 
of Manhattan, the name has been 
changed with the election of a 
new executive committee. 

Other officers elected are Alan 
Radcliff, merchandising director, 
Duane Jones Co., v.p.; Edward 
Calhoun, merchandising manager, 
American Home Foods, treasurer; 
Don White, president, Don White 
Inc., recording secretary, and 
James Street, assistant premium 
promotion manager, General Foods 
Corp., corresponding secretary. 


Starts $50,000 Jingle Contest 

The Sealtest division of National 
Dairy Products Corp., New York, 
is offering over 1,700 cash prizes 
in a $50,000 jingle contest for cot- 
tage cheese. The contest begins 
May 19 and ends June 29. Full- 
page, full-color ads announcing 
the contest will appear in comics 
sections of 41 newspapers in 38 
cities. B&w ads in over 150 news- 
papers and announcements on 
Sealtest’s “Big Top” show over 
CBS-TV, 12 noon, EDT, Saturdays 
will follow. N. W. Ayer & Son is 
the agency. 


Howard Publishing Boosts 3 

Howaréd Publishing Co., Chicago, 
has promoted W. S. Young Jr. from 
editor of American Paper Con- 
verter to business manager of the 
company. W. G. Holdsworth has 
been advanced from advertising 
manager to eastern division man- 
ager, with offices in New York. 
Harold R. Stoakes has been named 
to succeed Mr. Young. 


Canada Lifts Credit Curbs 


The Canadian government has 


Norton Co. Promotes Tyler 


53 


Worcester, Mass., since 1948, has Behr-Manning Overseas Inc., Wor- 
David B. Tyler, with the pub- been promoted to director of all cester. Norton makes abrasives 


removed credit restrictions. Pre-. licity department of Norton Co., foreign advertising for Norton and grinding machines. 


viously, the law required a 50% 
down payment and payment of the 
balance within 18 months. In the 
future, terms of payment will be 
a matter between the retailer and 
consumer. At the time restrictions 
were imposed, advertising for 
automobiles, furniture, radios and 
all household appliances was af- 
fected adversely. 


Kellert to Form Own Agency 

Al Kellert has resigned as sales 
manager of WOKO, Albany, to 
start his own agency. He also has 
been sales manager for WABY, Al- 
bany, and has been a member of 
the display advertising staffs of 
Albany newspapers during his 25 
years in the advertising field. 


KTTV Appoints Young 


Chuck Young, formerly sales 
promotion manager of Illustrate 
Inc., has been appointed an ac- 
count executive of KTTV, Los An- 
geles. At one time he operated his 
own publicity office in Los An- 
geles. 


A wide cross-section of economic, social and national 
groups—all prosperous from Green Bay’s diversified busi- 
ness and industry—assures widespread acceptance of 
YOUR product . borne out by nearly 265 million dol- 
lars in wholesale-retail sales in 1950! 


Tap this compact, independent market—Wisconsin’s 3rd 
largest—through the Green Bay Press-Gazetie! in fully 
99% of City Zone Homes—in 88% of homes in the Met- 
ropolitan Trading Area—that’s blanket coverage we'd like 
to put to werk for YOU! 


Write, wire or phone today for more facts! 
Phil McClosky, Manager, General Adveriising 


GREEN BAY «wrscossey PRESS-GAZETTE 
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THE VITAL YEARS 


REDBOOK is reaching its editorial target! Proof: 
More and more Young Adults are buying Rep- t 
BOOK. 20.5% more in 1951 than in 1950! 


These are facts from REDBOOK’s latest survey 
among its subscribers and newsstand buyers (com- 
plete details available from REDBOOK representa: 
tives). REDBOOK is hitting its editorial target. And 
that’s important news for advertisers. For these 


Young Adults are have-to, eager-to buyers... voung 


folks to whom courtship and marriage. building 
homes and families. deciding on brand preferences 
for first-time purchases are all things of the imme- 
diate present. 
You'll recall that RepBOOK first set this exclu- 
sive target for itself in 1949. Since then its cover-to- 


cover content has been concentrated on the tastes, 


needs and desires of this vigorous 18-35 group. 
Losses among older readers were anticipated—and 
they occurred. But gains in the target age group 
have more than made up for them. Ask yourself 
what other magazine could increase its newsstand 
price from 25¢ to 35¢ or 40% (as REDBOOK did 
last August) and still exceed its guarantee of 
1,950,000 in the last 6 months of 1951. And the 
trend is still up —circulation for the first quarter 
of this year averaged over 2,000,000! 

Yes, REDBOOK did it —and increased its adver- 
tising revenue 13° for the year, alse. With each 
issue the Young Adult bulls-eye grows bigger for 


RepBook —and REpBOOK advertisers. 
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ATF Realigns Web Sales 

American Type Founders has 
realigned its web, offset sales or- 
ganization at its Webendorfer di- 
vision, Mt. Vernon, N. Y. Howell 
Lee, assistant to the sales manager, 
has been made eastern sales rep- 
resentative. Mr. Lee's former posi- 
tion has been taken over by R. C. 
Marder. Andy Monroe becomes 
sales representative under E. G. 
Ryan, district manager, western 
district. 


Portland Ad Artists Elect 

John Waddingham, promotion 
art director of the Journal, Port- 
land, Ore., has been elected presi- 
dent of the Portland Advertising 
Artists Guild Other officers 
elected are: Lawrence Lewton, art 
director of Coleman Advertising, 
v.p.; Elenora Strassel, advertising 
art director of Lipman Wolfe & Co., 
secretary, and Fred Wilkins, di- 
rectory artist of Pacific Telephone 
& Telegraph Co., treasurer. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Advertising Power Shown in Public Service 
Copy, Gale Tells Public Utilities Admen 


MINNEAPOLIS, May 13—‘Public 
service advertising is the fastest- 
growing classification in advertis- 
ing because it is good citizenship 
and at the same time good busi- 
ness.” 

In addition, Samuel C. Gale, v.p 
in charge of advertising, General 
Mills Inc., told members of Public 
Utilities Advertising Assn. that 
“advertising people have had a 
dramatic example of ‘the power of 
their metier by means of public 
service copy. They have rediscov- 
ered themselves as the responsible 
trustees of the worid’s greatest in- 
strument of mass persuasion. They 
have awakened to the fact that 
they are protecting the bases of 
democracy. 


s “Public uilities are far closer to 
the public than most industries,” 
Mr. Gale, a former board chairman 
of the Advertising Council, said. 
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His address before the meeting was 
prepared by Theodore S. Repplier, 
council president, who was pre- 
vented from speaking because of 
illness. “Public utilities,” he said, 
“are more dependent than most in- 
dustries upon public good will, and 
are more expert at stimulating it. 

“And since the object of so much 
of your advertising is to win, build 
and hold good will, you will be 
automatically interested in any ad- 
vertising which does this more ef- 
fectively. I think it has been dem- 
onstrated that public service ad- 
vertising is a surer, better, and 
sounder way of building good will 
than the older forms of institu- 
tional advertising. 


s “I suggest that every public util- 
lities advertising man give serious 
thought to earmarking a portion of 
his budget for public service ad- 
vertising,” Mr. Gale said. “The 
Advertising Councii can supply 
lyou with ready-made ads for a 
dozen different carefully-screened 
public service projects. You can 
either use them over your own 
signature or use the facts to pre- 
pare your own copy. The impor- 
tant thing is to get started.” 

Mr. Gale explained the activities 
and operations of the council. Over 
1 ten-year period, he said, it has 
come to occupy a unique position. 
It has been called “a new gear in 
the machinery of democracy,” and 
“a huge propaganda mill.” 

To qualify, Mr. Gale emphasized, 
a project must show that it is non- 
commercial, non-partisan 
cally, not designed to influence leg- 
islation, that it is national in scope, 
and that it is of interest and con- 

}cern to most Americans. It then 
has to be passed upon by the coun- 
cil’s board and a public policy com- 
mittee of 20 chosen from all fields 

j}of American life. 


Waltham Gets Out of Red 


Waltham Watch Co., Waltham, 
| Mass., earned $11,728 in 1951, its 
first profit since 1945. In 1950 the 
| company had a net loss of $430,035. 
| Trustees have announced that they 
planned to complete their reorgani- 
| zation of the company on May 12 
and will then return the 100-year 
old organization to the management 
headed by Teviah Sachs, president. 
This management has been in 
charge since September, 1950, un- 
der direction of the trustees. 


| planned. Newspapers, 
politi-| 


NEW-—Prince Matchobelli’s Summer Show- 

er cologne will be on counters June 15. 

An 8-oz. bottle sells for $1.65. Coopera- 
tive advertising will be used. 


Reach Gets Playtex Mitts 
Charles Dallas Reach Co., New 
York, has been appointed to han- 
dle the mitt division of Interna- 
tional Latex Corp., which manu- 


!factures Playtex mitts for house- 


hold and various professional uses. 


| The account formerly was handled 


by Foote, Cone & Belding. A test 
program in multiple markets is 
television 
and spot radio will be used. 


Toni Co. Drives in Canada 


Advertising for the “new Toni” 
is appearing in large space adver- 
tisements in a wide list of daily 
papers across Canada. “Twenty 
Questions,” network radio show, 
is now sponsored over 33 stations 
in the Dominion by Toni Co., 
Montreal, and other program and 
merchandising material will be 
used. Spitzer & Mills, Toronto, is 
the agency for Toni. 


Rippey & Co. Promotes Two 

Arthur G. Rippey & Co., Denver 
agency, has promoted Kenneth E. 
Dodds Jr. to assistant production 
manager and Robert R. Powell 
to assistant to the director of the 
motion picture and television de- 
partment. Mr. Dodds has been with 
the agency since 1948 and Mr. 
Powell since 1950. 


“WARWICKS 


‘@ follow-through prevents 
expensive errors.” 


“The accuracy and quick service Warwick has given 
our accounts practically makes them a part of our 


shop... 


and their follow-through on all 


production details has prevented expensive 


errors in the final job. 


“Our artists have complete flexibility in 

design when working from the Warwick 

type catalog. This has helped us immeasurably 
in maintaining high standards of production.” 


Ah. , 


AL POLLARD 
Brooks - Pollard Compony, Advertising 
LUTTLE ROCK, ARKANSAS 


Now serving customers in 32 states, 
Mexico and Puerto Rico 


17 288an, 
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WARWICK — 
<r TYPOGRAPHERS 
920 Washington Ave., St. Lovis 1, Mo. 
: «overnight by a 
‘ u.S. 
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We thank our advertisers and their 
agencies for making our May number the 


Biggest Issue in the 
_ 36-year history of 


HOSPITAL MANAGEMENT MAGAZINE 


The May number of Hospital Management carries the largest 
volume of advertising, in pages and dollars, in its history. More 
than 101 pages of advertising appear, over the signatures of 


118 advertisers. 


This issue also goes to the largest subscription list the maga- 
zine has ever had — again demonstrating the vitality and 


appeal of this publication. 


Here are some of the reasons why Hospital Management is 
breaking circulation and advertising records these days: 


Largest voluntary paid circulation to hospitals in the his- 
tory of the field. (No non-deductible association subs, 
which represent forced, involuntary circulation. ) 


Best coverage of the market. Hospital Management is 
reaching nearly 6,000 different hospitals with 9,000 sub- 
scription copies. 


Penetration to administrative and buying authority at 
all levels. (Over 70 titles are shown in inquiries from 
readers for buying information, indicating contact with 
administrators, purchasing agents, nursing executives, 
dietitians, executive housekeepers, building maintenance 
engineers and other key executives. ) 


Greatest reader response, as measured by inquiries re- 
ceived by advertisers and by the magazine. Over 8600 


3. 
6. 
7. 


inquiries were forwarded to suppliers by Hospital Man- 
agement last year. 


Best service to advertisers. The May issue, for example, 
is to be subjected to a field study of advertising reader~ 
ship—the only field advertising research conducted and 


paid for by a hospital magazine. 


Merchandising to dealers and distributors. “The Hospital 
Merchandiser” covers dealers and distributors in all lines 
with news of advertisers’ promotion to their customers 
and prospects. 


Basic market research. Hospital Management constantly 
studies buying methods in this expanding market. Among 
recent studies available to advertisers and agencies are 
“How Hospitals Buy Pharmaceuticals,” “How Hospitals 
Buy Food Products” and “How Hospitals Buy Food Serv- 
ice Equipment and Supplies.” 


Hospital Management is constantly growing with the growth of a dynamic 


field whose expansion is attracting the attention of advertisers in 


many classifications. Ask us for information as to its possibilities for you. 


HOSPITAL MANAGEMENT 


Read Most by Most Hospital Executives 


200 E. Illinois St. 


Chicago, Ill. 
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This Week in Washington... 


Johnson Won't Rush Fair Trade Bill 


By STANLEY COHEN 
Washington Editor 


WasnHincton, May 15—What will 
Ed Johnson do about fair trade? 
For druggists, who pushed the Mc- 
Guire fair trade bill through the 
House last week, that becomes the 
$64 question 

Sen. Johnson, who is chairman 
of the Senate interstate commerce 
committee, has called fair trade 
hearings for June 2. But druggists 
have no assurance that he intends 
to get their bill to the floor before 


wars 

In fact, he has indicated other- 
wise. Informed that the iron-clad| 
fair trade plan romped through | 
the House 196-10, Sen. Johnson pre- 
dicted the Senate would be more 
cautious. “I don’t understand how | 
such a complicated and controver- | 
sial bill could pass so easily,” he} 
commented. | 

Actually, he understood full well. | 
House members wilted under the 
heat applied by the National Assn. 
of Retail Druggists. They carefully 
avoided a roll call vote, enabling 
more than half the House to escape | 
voting on the issue 
Sen. Jchnson knows from ex- 
rience how NARD operates. A 
uple of sessions back, when he 
as spearheading a drive for leg- 
ation to legalize “freight absorp- 
yn,” he began receiving letters 
d telegrams of protest from 
yFlorado druggists. 

He wrote back that NARD was 
agging Colorado druggists into 
mething which was none of their 
siness. And he went right on 
wking for the freight absorption 
1 

* e . 
The House gave another demon- 
ation of courage Monday when, 
th a total of 31 members voting. 
agreed to stage investigations of 
ffensive’ comics books, maga- 
es and TV programming. 
Rep. Ed Rees (R., Kan.) wanted 
broaden the investigation to in- 
de obscenity in newspapers, too, | 
t was warned by majority leader 
hn W. McCormack that an in-) 
stigation of newspapers would) 
erfere with freedom of the press 
Rep. Claire Hoffman (R., Mich.) | 
estioned whether Congress 
should run tc the rescue of con- 
stituents who object to beer com- 
mercials on TV. “Why not turn off 
the set and tell the kids they have 
had enough,” he suggested. 

Rep. Hoffman almost spoiled the 
game by demanding a roll call, 
after the investigation resolution 
passed 27-4. But Rep. McCormack 
rushed over for a huddle, and 
Hoffman decided to rise above the 
principle, and drop the demand for 
a roll call. 


e “« » 
NPA Chief Henry Fowler will be 
ignoring the advice of underlings 
when he signs an order permitting 


A new Handbook 
for editors, layout 
men! Hundreds of 
practical, effective 
illustration tech 
niques expiained and 
demonstrated! 

84 pages, 

highly illustrated, 
full of ideas 


EFFECTIVE 
ILLUSTRATION 


by KENNETH B. BUTLER 
lecturer at Northwestern Univ’ ty, 
weekly columnist in 

Advertising Age 


Burien Typd-Desten Researcu Center 
Menoora 3, ILtinois 


Pcie oness ok tan .4)| he and his 
Congress suspends for the porens | ay, many consumer goods 
dustries will 
gaged partly in defense. The gov- 
ernment can’t hope to prevent in- 
troduction of new models and new 
products indefinitely. 


controlled production of color TV 
sets. Mr. Fowler is convinced that 
the ban on color is indefensible, 
since color TV is the only product 
specifically banned by NPA. 

Radio and TV people within 
NPA feared that even controlled 
production of color sets would up- 
set competitive relationships in the 
industry. In the showdown, how- 
ever, the NPA boss felt the com- 
peiitive forces should be turned 
oose 

During the next couple of years, 
immediate associates 
in- 
continue to be en- 


© s e 
The House ways and means com- 


mittee is toying with an interesting 
new plan which will enable the 
“self employed” and professional 
people to build up voluntary pen- 
sion funds, Under the plan, indi- 
viduals could contribute, tax-free, 
10% of their income (or a maxi- 
mum of $7,500 a year) toward re- 
tirement insurance. At age 60, the 
participant could draw benefits, 
and would pay federal income 
taxes on these benefits. 

Two bills—HR. 437! and HR. 
4373—are currently under study. 

More than a score of professional 
groups are supporting the idea. The 
Association of the Bar of the City 
of New York has provided head- 
quarters space, and Carson-Ruff 
Associates, New York, is handling 
publicity. 

e a e 

Cynical Washingtonians discount 
the possibility that Congress will 
knock over the wage and price 
traces. “Never in an election year,” 
says Mr. Know-It-All. “The thing 
to do is pass a bill with no powers. 


Or pass a bill with sweeping power, 
but no money for enforcement.” 

Despite Mr. Know-It-All, Con- 
gress is moving carefully on wage 
and price controls. Three months 
ago business men arguing against 
controls would have gotten a fast 
brushoff. But today Congress lis- 
tens attentively to criticism of the 
stabilization program. 

“Considering the way the wage 
board acts,” business men say, 
“wages couldn't go any higher if 
the board were eliminated.” 

* e . 

Paramount Pictures Corp. has 
given President Truman a 35mm 
film of the 50-minute TV tour of 
the White House. Paramount man- 
ages to squeeze out a plug for 
theater TV, by pointing out that 
the film was recorded from TV on 
Paramount’s inter-film theater 
television system. 

“Rumor has it,” says Paramount, 
“that when TV oscars are awarded, 
President Truman will be in the 
thick of the running.” 
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Chicago Reserve Bank Issues 
Dept. Store Sales Report 

The Federal Reserve Bank of 
Chicago (seventh district) has is- 
sued “Departmental Sales and 
Stocks at Department Stores, 1950- 
51.” The report covers stores in 
Chicago, Detroit, Indianapolis and 
Milwaukee as well as giving con- 
solidated figures for all other cities 
in the seventh Federal Reserve 
District. 

All departments and all mer- 
chandise sold are covered item by 
item and sales percentages are 
given both annually and monthly. 
The report is based on information 
furnished by a broad sample of 
department stores located in the 
district. 


Woods Joins KNBH 


Pace Woods, formerly director of 
audience promotion for American 
Broadcasting Co., Hollywood, has 
been appointed to the promotion 
and advertising department of 
KNBH, Los Angeles. Prior to com- 
ing to Los Angeles, he was a copy- 
writer for Young & Rubicam in 
New York. 
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s same formula for TV. It will ex- Wrather, president of Western Films Sell Pine Paneling 
Standard of Indiana periment first in major markets, — re ——— The promotion department of 

; and will gradually broaden its one Bee S rather felevision the Western Pine Assn., Portland, 
Drops Wayne King. pesetiies ever tid cleat pute Productions, Los Angeles, and his Ore has prepared a series of sev- 


I; mother, Mrs. Mazie Wrather, pres- | en theater and TV movie playlets 
Plans Local Shows it ee is Ghadands ident of Wrather Petroleum Corp., | +, help dealers nationally sell 


; Dallas, have bought 85% of the ; ‘ me 
Cuicaco, May 14—Standard Oil | agency. stock of KOTV, Tulsa. Transfer of omy Mag ny ane oun oa 
Co. (Indiana) will stop sponsor- 


~ F the stock by George E. Cameron | provided for dealers to insert their 
ing the Wayne King Show on tele- Grimes, Schaflander to GN&éG ae board —— * a own names and messages. The sev- 
vision when the current contract) virginia L. Grimes and Gerald elevision inc., an ohn lien TV playlets in b&w are con- 
ends June 26. M. Schaflander have joined Geyer, densed versions of the theater 
| Standard, as a strictly regional | Newell & Ganger, New York. Miss movies. 
marketer, has not been able to| Grimes, formerly with Toy Guid- 
make full use of the show, accord- | #n°€ a soot x * ang <7 
ing to Wesley I. Nunn, Standard’s | }2U0nS department. Mr. sca" 
ad manager. Production costs for lander has become a member of 


. tinue in that position. 2 
Ieee the sales promotion and merchan- » | 
the limited coverage (ten TV sta-| dising staff. He formerly was with —" Bank Buys Radio Newscasts h 
tions in eight states) are nearly as | Kaiser-Frazer Sales Corp. : | Pacific First Federal Savings, AC 


KOTV executive, has been agreed | 
upon for a consideration in excess | 
of $2,000,000. The remaining 15% 

is owned by Helen Alvarez, the) 
station's manager, who will con- 


/ high as they would be if a nation- Portland, Ore., through Condon Co., 

é wide network were used, he said. Mrs. Murray Heads Board pacar hy 12-course ryly 4 —_ | ‘Tacoma, will sponsor daily news- B m 
is reddi , @ grass seed and fertilizer | casts by Henry Blanc in what is 
" Mrs. Dorothy Clune Murray has aix being tested in the Twin Cities by | called “one of the largest local 


s = Seven years ago, in experiment-_| been elected chairman of the board Reddi Products. Ws creator is odman Ger- 


i ing with radio, Standard found|of directors of Werner Janssen dan Satins of tlie Celle Ga. tines. purchases of radio advertising in 


} , . Productions Inc., Hollywood. Mrs. the Pacific Northwest.” The pro- 

4 a sage yoy = Murray is trustee of the Clune > gram will originate at KPOJ, 

5 teed ROOM; Trust, which owns California Stu- Portland, and will go over a spe- 
marketing setup. It has built sev-' gigs Where Janssen is filming its) Buy 85% of KOTV. Tulsa cial network to Bellingham, Wash., 
eral successful radio programs on | musieal series, “Masterpieces in Subject to Federal Communica- Seattle, Tacoma, Portland and 
this basis, and plans to follow the Miniature.” tions Commission approval, Jack | Eugene, Ore. 
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| FILM PROCESSING LABORATORY 


"BRINGS YOU 
Vide-O-riginaf 


ONE NEWSPAPER 
al COMMERCIALS TORONTO DAILY STAR 
PUTS IT RIGHT 


~IN YOUR LAP 


We are pleased to announce the completing link in 

the SARRA chain of quality control ...our own Jt means that all of Sarra’s creative photography, all 
modern new film laboratory, designed, staffed and _of Sarra’s visual selling ability, reaches the television 
equipped to deliver the ultimate in TV selling mes- screen with maximum fidelity. VIDE-O-RIGINAL 
sages — the VIDE-O-RIGINAL. prints combine Sarra standards with station require- 


YIDE-O-RIGINAL .. . WHAT IT IS ments. 
It's Sarra’s name for a quality-controlled motion pic- 
ture print, produced in a laboratory designed espe- VIDE-O-RIGINAL . .. WHAT IT DOES 


cially for the making of TV prints. Each and every _It provides complete quality protection from story- 


print is Custom-made and whether it is l-minute or board to home reception .. . it insures your in- 
8-seconds, it receives individual attention in quanti- _ vestment of time, talent and money in your TV 
ties of one or hundreds. presentation. 


On your next TV film commercial get a SARRA VIDE-O-RIGINAL package @ 5 wor 


... get top quality from start co finish! 


COPIES DAILY 


A.B.C. Publisher's Statement, Sept. 30, 195! 


| 
The strongest single 


Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 


As in all SARRA operations, it is the people who run the equipment STAR 

who are important. Expert personal attention down the line makes the 

difference between an average print and a really perfect one. SARRA eo Kwee Steser W., TORONTO 
illustration prints have always been made with special regard to the final NEW YORK: CHICAGO: UNIVERSITY TOWER BLDG., MONTREAL 


reproduction, The same policy applies to SARRA VIDE-O-RIGINALS. Ree. ..R eae IN U.S.A.—WARD-GRIFFITH INC. 
* Copyright 1952, SARRA, INC. 


SPECIALISTS IN VISUAL SELLING 
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KOWTOWS—Apparently one of the most productive authors in publisher Bond 

Wheelwright’s stable is Elsie the Cow, who, it says here, co-authored “Elsie’s Cook 

Book” with Harry Botsford (right). Looking resigned, os befits an arrived writer, 

Elsie submits to some corsage-pinning by Mr. Wheelwright, while TV stor Eloise Mc- 

Ithone hangs on. Elsie starred at a party in New York's Biltmore and graciously 
autographed copies of her opus. 


MDN WEEKEND BUSINESS—Riding around at Hot Springs, Vo., 
luring Business Week's onnval business and ad meeting are 
five BW execs. Left to right: a driver; Edgar Grunwald, man- 


aging editor; Walter Persson, promotion manager; Ken Kramer, 
executive editor; Joe Allen, Los Angeles district manager, and 
Herman Sturm, ad and business manager. 


MAGATINE LOOK— Wher the National Assn. of Chain Drug Stores 
convened recently in Hollywood, Fla., the conventioneers all got 
gift glosses. Card game kibitzers, from left: Mrs. H. Friedman, 
wife of an executive of the Vitamin Corp. of America; Harrison 
Fraker, president of Topics Publishing; Tom Lane, v.p. of Me- 
Cann-Erickson; Ray Underwood, sales v.p. for Pepsodent division 


HOT SPRINGS WARM-UP—Set to tee off on the Hot Springs, Va., golf course at the spring conference of 
the Associated Business Publications were (from left): Nelson Bond, McGraw-Hill Publishing Co.; C. E. Price, 
Keeney Publishing Co.; C. b. Williams, F. W. Dodge Corp., and Scranton Gillette, Gillette Publishing 
Co., who won the ABP cup for low gross. At center, William K. Beard Jr. (right), ABP president, accepts con- 


of Lever Bros.; Mrs. P. Edell, wife of the secretary of the Vitomin 
Corp.; and Bob O'Malley, western advertising manager of 
American Druggist. Seated, from left: Mrs. Fraker; Bob Davidson: 
(back to camera), publisher of Puck—The Comic Weekly; Charles 
Lipscomb Jr., president of the Pepsodent division; and John 
Steeves, chain drug and department store ger for Pepsod 


et me Se ae ean 


31.05 MILES PER GALLON—Timed to cash in on the gas strike, a new Nash Motors 

1,500-line ad, stressing the gasoline economy (31.05 miles per gallon) of the Nash 

Rambler, is running in newspapers ocross the country. Here, H. C. Doss, v.p. in 

charge of sales, and N. F. Lawler, advertising director for Nash, look over a proof. 
Geyer, Newell & Ganger, Detroit, is the Nash agency. 


SECOND HONEYMOON?—Charles W. Collier, executive v.p. of the Advertising Assn. 
of the West, and Mrs. Collier accept a certificate entitling them to a free holiday 
at St. Catherine’s Hotel, Catalina, which they earned for being the longest-married 
couple attending the recent meeting of the Southern California Advertising Agencies 
Assn. Preserting the certificate is Willard Gregory, Willard Gregory & Co., Los 
Angeles, ond president of the SCAAA, as Bob McAndrews, commerciol manager of 
Catolina’s new Station KBIG, which donoted the prize, looks on. 


gratulations from James G. Lyne, Simmons-Boordman Publishing Corp., and Arnold D. Friedman, Chain 
Store Age, after receiving a scroll of appreciation. In formal attire (left to right), Mitchell Tucker, Oil 
& Gas Journal, and Donald McGraw, McGraw-Hill Publishing Co., listen quizzically to P. C. Lovinger, Oil 
& Gas Journal, at an evening session during the organization’s 27th annual meeting. 
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on both heads...” 


os To his off-record comment, W. W. 
Chaplin might have added that a good 
newsman should be an ambidextrous 
phrenologist. 


In his thirty years in news, Bill 
Chaplin has personally experienced 
q enough history to fill considerably more 
: than the three books he’s written. He has 
covered : the Ethiopian war, the fall of 
France, the Russian resistance, the 
Invasion, the surrender at Rheims, the 
Bikini test. He traveled with Dewey in 
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NBC's MEN IN THE NEWS: Chaplin 


“The average politician has to carry water 


1948 and has covered five Democratic 
and Republican Conventions. 


Now, Chaplin is right in the middle of 
the biggest story of the year — the 
presidential campaign. So far he has 
reported the primaries from New 
Hampshire to Illinois. During the 
conventions, Bill Chaplin and over 100 
other NBC men of news will be putting 
together the story of politics’ 

greatest show. 


Why is NBC’s News Center supreme in 
radio and television? Chaplin is one good 


reason ... Harkness, Henle, Utley, 
Fleming are others. NBC News Center’s 
larger staff consistently broadcasts 
more hours of news, more special events 
on both radio and television than other 
networks. And day-to-day NBC news 
programs are highest rated in both 
radio and television, The factis... 
most people hear the news first and 

hear more of it from NBC. 


NBC radio and television 


a service of Radio Corporation of America 
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Advertising Photographs Suffer 
from Client Control, Kerlee Says 


New York, May 14—“Until cli- products 
ents see the light and allow art 
directors and photographers to use every thread of cloth shown in an and support the 
their imaginations, advertising ad photo it limits the photographer 
photography will to humdrum work. The 
lag behind edi- % with too many clients is that they 
torial pictures.” will not accept any other repre- 

Whether it sentation of their products but 
helps or. hurts, their own. They want it the way 
that’s the consid- they see it, a kind of glorified pres- 


Kerlee told AA, 
photography is necessarily 


fact and an illusion. 
“It has to be. 
photo’s 


copy 


= Mr. Kerlee, 


anything else. After 


to catch and hold the reader’s eye.” 

“I suppose you might say,” Mr. 
“that advertising 
some- 
thing of a compromise between a 


Because an ad 
job is to sell merchandise. 
“When advertisers want to have Or, perhaps, I ought to say, to help 
The great 
problem is to give the client some- 
trouble thing a little better than he wants.” 


who has spent most} 
of his mature life in photography, 
would rather make pictures than 
graduating 


Advertising Age, May 19, 1952 


NEW ‘FTC Checks Into 


Sensational Tobacco Leet Development! ‘Agreements’ on Auto 
{ | Parts Replacement 


A new cxtrotighs, 
eameelld cargper dovchaget by WASHINGTON, May 13—The Fed- 
eral Trade Commission has opened 
| an investigation to determine 
whether unlawful agreements ex- 
ist in the automobile industry 
which prevent parts manufactur- 
ers from competing with vehicle 
jassemblers for replacement parts 
| accounts. 
The investigation is an out- 
growth of the House expenditures 


| General Cgar Co. Ine, and in 
cumperstin with Dr BY Andersen, 
" Ohwef of Tobacro 
Laboratory at the 
4} F 
SY } Connecticut Agnoultural 


Expenment Sabon. 


OR ee ee ee te rae ee ee 
anon 


Tre ic tat ‘ , 
el get \ a from the University of California, a | committee’s probe of military pro- 
well-known ad- s “But buyers don't see it that he spent several years in technical ° Robt. Burns | curement, but will be extended to 
: : xf ae. a gis 8 per a, cinematography at major movie gxmacient exmacme |}inelude auto industry practices 
vertising photog- way. They see a product with vary- studios in Hollywood. He also ; Chissic which apply to non-government 

rapher, who re- ing degrees of objectivity. Some- taught in the Ast Center School hesingns 

o , > le . pe —_— mienioi “ly %e . - — . 
cently explained times even suspiciously. It’s the He then operated his own studio ‘ The expenditures committee, un- 

2. some of his theo- Charles Kerlee photographer's job to show a prod- ree : 3 MELLOW—Full-page newspaper ads like : 

pt: ries to AA uct realistically, but in as favor- specializing in advertising and! sis ore being run in Chicago, San Fran- | der Rep. Porter Hardy (D., Va.), 
Ap, He is known for work he has able a light as possible. _ magazine photography. His book,  cisco.Oakland and New York by General | Teported that the military services 
aD done on such accounts as Cadillac,| “Above all, + good advertising /ictures With a Purpose,” written | Cigar Co., New York, to introduce the | had to pay substantial commissions 
Ply th Chr re Sau bb. Seal. natn he eee ey" ‘USING at that time, is still a text book in| new extra mild wrapper on its Robert |to vehicle manufacturers for re- 
ymouth, rysler, Squibb, Seal- photographer wants to create a many schools. Burns cigar. Smaller ads will follow. The placement parts. Government _ 


Sunshine biscuits, picture that by its impact will stop 
Sylvania Electric Products, Guin- a reader and cause him to gras : “ : 
ess stout, Fisher body, Texaco, and the message on the page. The hte the Navy with the faenous Steichen 
a dozen other nationally advertised job of advertising photography is Unit. Mr. Kerlee’s illustrations for 
; : . Max Miller’s books, “Daybreak for 
Our Carrier,” and “It’s Tomorrow | any photographic field, and insists = The committee recently reported 
Out Here,” have been described by | his “only specialty is the camera.” that the failure of automotive 
authorities as classics in their field.| Asked whether he believes tele-| parts manufacturers to compete 
In 1947, Mr. Kerlee came to New| vision camera work will be influ-| with vehicle assemblers in the 
York and opened his first studio. | |enced by advertising photography,| sale of replacement parts has “in- 
Since then he has done work for Mr. Kerlee said that it already has creased by untold millions of dol- 
most of the major agencies and| been. “I don’t mean just spots and | Jars the cost to the government of 
magazines. He is particular about Commercials, either. I mean partic- procuring automotive replace- 
avoiding the tag of “specialist” in ularly the plays and shows, There ment parts for military needs.” 
is a definite trend toward more! The FTC’s investigation of the 
realism, more selectivity and more parts marketing setup is the lat- 
jintimacy in TV camera work.” | est in a number of studies of the 
} |}auto industry by the commission. 
|g As to new trends in advertising Previously, FTC issued complaints 
|photography, Mr. Kerlee believes charging that manufacturers of 
|“the trend to realism has been ac- vehicles buy tires and sparkplugs 
celerated by work in news photog- at a fraction of the amount charged 
|raphy and in Life. Painting calls for these items for replacement. 
for an art approach, photography In its new investigation FTC 
for an engineering approach,” he will seek to determine: 
| summarized. 1. Whether the failure to bid or 
“Also, technical improvements the submission of high bids by 
make it possible to do things with basic manufacturers on govern- 
a camera today that were impos- ment business is due to unlawful 
sible before World War II,” he agreements. 
pointed out. “It is possible to do| 2, Whether the price structure 
things now in color photography to and actions of basic manufacturers 
make poor subject matter dynamic and others result in the granting 
and appealing. There is more in- of unlawful discriminations. 
telligence and imagination on the 3. Whether there are unlawful 
part of art directors and photog- exclusive dealing contracts be- 
raphers.” tween basic manufacturers, as- 
semblers and buyers. 

4. Whether there are unlawful 
ed resale price maintenence agree- 
ments between manufacturers, as- 
semblers and distributors. 


promotion may be corried to other mar- 
kets later. Donahue & Coe, New York, 
is the agency. 


test ice “Tes i, sas 
est ice cream ple testified that parts manufac- 
turers were unwilling to sell to 


the government directly. 


During World War II, he was in 


conte! — WHOLESALE MARKET 


soma Lubbock, 


Notiona! Representatiwes TEXAS DAILY PRESS LEAGUE. inc 


th 
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| Ken Rader Co. Moves 


Kenneth Rader Co. has mov 
to new offices at 156 W. 44th St., 
New York. 
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Father’s Day Was Mother 
To This Thought but. 


a al oa odin ae od 
SP sg AP th 


+H 


IN SALES! 


Year ‘round population now over 890,000 


Look at the golden opportunity that's 
beckoning on Florida's fabulous Gold 
Coast—a rich, rewarding market with 
over a billion in retail sales and buying 
_income in 1951*—a rapidly expand- 
ing market which includes the nation's 
fastest-growing metropolitan area, 
ie Greater Miami, which also ranks first 
in residential building for the fourth 
successive year! 


Learn how economically you can sell 
this vast year ‘round market through 
the blanket coverage of The Miami 
Herald. See your SB&F man today. 


*Sales Mgmt. Survey of Buying Power 


. the elements of good a gt and fine 
color iithography contributed by 
Consolidated share the credit for the 
extra sales this special label 
produces. One of several different 
1952 Father's Day wraps produced 
for General Cigar Corp., this one 
for Robert Burns Cigarillos 

has an aura of quiet quality sure 
to stimulate purchases of this 
modestly priced brand. You get 
the most out of your good 
promotion ideas when you 
have them... 


pe SN ea es, 


JOHN S. KNIGHT, Publisher 


Sales Engineered by 


CONSOLIDATED 


STORY BROOKS & FINLEY, National Reps. 
Affiliated Stations — WQAM, WQAM-FM 


MIAMI -- 
An International Market 


j 


Lithagraphing Corporation 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office and Plant Gier Cove Rd Carle Place L | 


Sales Offices in Philadelphia Chicago. Lowsville and Tampa 
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Advertising Age, May 19, 1952 


Coming 
Conventions 


“Indicates first listing in this column. 
May 19-20. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago 
May 21-23. International Council of 
Industrial Editors, llth annual conven- 
tion, Minneapolis. | 
May 25-28. National Business Publica-| 
tions, spring meeting, Shawnee Inn, 
Shawnee-on-Delaware, Pa. 
May 27-29. National Sales Executives 
Inc., 17th annual convention, Hotel Fair- 


mont, San Francisco. 
May 28-30. National Assn. of Trans-| 
portation Advertising, annual meeting, | 


Blackstone Hotel, Chicago. 

June 8-11. Advertising Federation of | 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York. | 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono | 
Manor Inn, Pocono Manor, Pa. } 

June 10-12. Lithographers National 
Assn., 47th annual convention, The Green- 
brier, White Sulphur Springs, W. Va | 

June 16-18. American Marketing Assn., | 
conference, Netherland Plaza Hotel, Cin-| 
cinnati. 

June 16-19. National Advertising Agen- 
cy Network, annual management con- 
ference, Skytop Lodge, Skytop, Pa. 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 23-25. Newspaper Advertising Ex- | 
ecutives Assn., summer meeting, Daytona 
Beach, Fila. | 

June 27-29. Northwest Daily Press Assn., | 
annual summer meeting, Madden Lodge, | 
Brainerd, Minn. | 

June 29-July 2. National Industrial Ad-| 
vertisers Assn., annual conference, Palmer | 
House, Chicago. 

Sept. 11-13. Newspaper Advertising 
Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que. 

Sept. 28-Oct. 
vertisers, fall meeting, 
York 

"Oct 


1. Assn. of National Ad-| 
Hotel Plaza, New 


2-4. Advertising Typographers 
Assn. of America, 26th annual meeting 
Grove Park Inn, Asheville, N. C 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotei, Harrisburg 

Oct. 4-7. Mail Advertising Service Assn., 
International, annual convention, Shore- 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty Nation- 
al Assn., annual convention and specialty 
fair, Palmer House, Chicago 

Oct, 8-10. Direct Mail Advertising Assn., 


35th annual conference, Shoreham Hoiel, 
Washington, D. C. . 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annua! 
convention, Arrowhead Springs Hotel, 
San Bernardino, Cal. 

Oct. 13-14. Inland Daily Press Assn., 


annual meeting, Congress Hotel, Chicago 
Oct. 19-22. Western Classified Advertis- 

ing Assn., Mission Inn, Riverside, Cal. 
Oct. 20-21. Boston Conference on Dis-| 

tribution, Hotel Statler, Boston. | 
Oct. 20-21. Agricultural Publishers Assn.., | 


annual meeting, Chicago Athletic Club, | 
Chicago. | 
Oct. 20-23. Financial Public Relations 


Assn., annual convention, Coronado, Cal. 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Dec. 7-11. Outdoor Advertising Assn 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago 

Dec. 27-29. American Marketing 
conference, Palmer House, Chicago. 


Assn., 


NARTB Creates Committee 


The National Assn. of Radio and 
Television Broadcasters has formed 
a three-man transcriptions rules 
committee. The objective of the 
committee is to seek amendment of 
Federal Communications Commis- 
sion rules which require stations 
to identify recorded, filmed and 
transcribed programs as_ such. 
Michael R. Hanna of WHCU, Itha- 
ca, is the chairman and the other 
members are William Fay of 
WHAM and WHAM-TV, Roches- 
ter, N. Y., and Walter Compton, 
WTTG-TV, Washington. 


NBC Signs ‘Hopalong’ for TV 


William (Hopalong Cassidy) 
Boyd has been signed to a 10-year 
contract by National Broadcasting 
Co. to make television films. Mr. 
Boyd will make a series of 52 half- 
hour films over the next two years, 
all of which will be syndicated to 
markets throughout the country by 
NBC television. The new series 
will start on the air in October, 
1952. 


Doner Gets Thermo-Plate 

W. B. Doner & Co., Chicago, has 
been named to handle advertising 
for Thermo-Plate Corp., Mattoon, 
Ill. The recently organized com- 
pany makes food warmers. 


Ad Production Men Elect 


The Advertising Agency Pro- 
duction Men’s Club of Chicago 
has elected Edward L. Tellefson of 
Foote, Cone & Belding, president. 
Other officers elected are Eldon 
H. Rohrsen of Tatham-Laird, v.p.; 
James L. Chisholm of Needham, 
Louis & Brorby, secretary; August 
L. Tonne of Earle Ludgin & Co., 
recording secretary, and Stanley 
Rosaves of Maxon Inc., treasurer. 


Schneider Joins ‘Miami News’ 


Ben Schneider, who has been 
doing public relations and adver- 
tising for several hotels the past 
three years, has been appointed to 
the promotiori department of the 
Miami News. 


Davidson Joins NBC Spot Sales 

William Davidson, formerly of 
Free & Peters, radio representative, 
has been named to fill the new post 
of eastern sales manager of the 
spot radio sales department of Na- 
tional Breadcasting Co., New York. 


Grant Elects Spence a V. P. 

Fred E. Spence has been elected 
a v.p. in the international division 
of Grant Advertising, and will be 
in charge of servicing international 
accounts. With Grant since 1947, 
Mr. Spence has been in charge of 
a variety of accounts in Grant 
offices in India, South Africa, Eng- 
land, Brazil and Canada. He will 
make his headquarters in New 
York. 


Roston Boosted to Exec V.P. 


Venus Foundation Garments 
Inc., Chicago, has elected Louis 
Roston, with the company for six 
years in a sales capacity, to execu- 
tive v.p. He will direct the sales. 
advertising and merchandising 
program. 


Marr Duplicator to Kotula Co. 
Marr Duplicator Co., New York 
maker of mimeo-duplicating ma- 
chines and supplies, has appointed 
Kotula Co., New York, to direct its 
advertising and public relations. 


Create NYU Ad Scholarship 


The Advertising Women of New 
York Inc. has established a $1,500 
scholarship at New York Univer- 
sity’s school of commerce, accounts 
and finance to be awarded to a 
woman majoring in advertising 
during her junior and senior years. 


Tucker Named Ad Manager 


Stephen F. Tucker, formerly ad 
manager of gypsum products for 
National Gypsum Co., Buffalo, has 
been appointed ad and sales pro- 
motion manager of Diamond Match 
Co.’s book match advertising de- 
partment in Springfield, Mass. 


High 


TV SPors 


Let Filmack 


“4 With our 35 years experience... 
highly trained staff . . . our complete labo- 
ratory and latest equipment, we produce 
quality TV spots, show openings, etc.,.at a 
price lower than anyone else can touch. 
Send us your copy for estimate 


FILMACK STUDIOS 


1335 S. Wabash 


Show You How To 


Cut Costs On 


TV Commercials 


At Low Prices You'll Like 


with our 


Chicago 5, HI. 


YOU can save mone 


1. Form Designing Kit. Complete material for easy layout and design 


What, sir? It won't cost 
us anything to redesign our 
out-of-date forms? 


BOSS: Not a cent. We'll 
send for the Hammermill 
Form Designing Packet. 
It contains everything we 
need to do the job right! 


of printed forms, with accurately spaced layout sheets. 


y and time with this FREE Form Designing Packet 


Send for it now! It’s complete... compact... free. Contains six tools 
to help you design office forms that are exactly right. They are: 


2. How to Design a Business Form. Idea book with 26-point check list. HAMME rena 
(as a iT. 
3. Hammermill Form Layout Rule. Six inches long. Carries standard | Form ese ming KIT 


inch, printer’s pica, plus elite and pica typewriter scales 


4. Hammermill Ledger Sample Book. Enables you to choose the right 


color and weight for accounting department forms. 


5. Hammermill Bond Sample Book. Shows current items in this famous 


line; helps you select the right paper for general office forms. 


6. Hammermill Manual of Paper Information. Conveniently indexed. 


Lists all Hammermill papers being made today. 


You can obtain business printing on Hammermill papers wherever you see this 
shield on a printer's window. Let the Guild sign be your guide to printing satisfaction. 


MME 
BOND 


Y 


roeeee= 


Hammermil!! Paper Co. 
1459 East Lake Road, Erie 6, Pennsylvania 


Please send me — FREE —the 


Position 


HAMMERMILL FORM DESIGNING PACKET. 


Name ‘ See en 


(Please attach to, or write on, your business letterhead.) 


AA-5-19 
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THERE WAST 


Py . ‘Gre cy 


se During the days when pumping water was a weary necessity, advertising was in its infancy and random “media selection” was generally 
the rule. Today, as with the nearly flawless urban water systems, choosing media has been modernized. 


To give your advertising an efficient, low-cost yet vital “Sunday Punch,” FIRST 3 Markets Group offers you the FIRST Sections of the 
FIRST Newspapers of the FIRST 3 Cities of the United States. And, in these Sections, the finest Rotogravure and Colorgravure repro- 
duction assures you maximum package and product EY Edentification. 

There is a better way to sell your product ... use 

The group with the Sunday Punch 


FiaS 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 
Rotogravure « Colorgravure 

Picture Sections « Magazine Sections 


| 
§ 
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New York 17, N. Y., News Building, 220 East 42nd Street, V Anderbilt 6-4894 . Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
> San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 ° Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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September 1951. 
General 


*American Artist 31.0 38.9 117.4 143.7 13,010 16,352 49,309 60,331 
*American Forests 18.1 15.7 62.8 56.9 7,602 6.608 26,390 23,898 
American Legion cele 211 17.8 77.2 62.4 8.847 7,486 32,450 26,217 
American Magazine... 35.8 37.9 129.2 124.7 15,037 15,913 54.232 52,323 
ame te 24.8 22.4 85.3 79.3 10,630 9.599 606 001 
“Pepe 27.7 26.9 103.8 81.5 11,600 11,299 43,577 189 
*Christian Herald .... 48.3 43.6 184.5 177.6 «=. 20.731 18.688 79,148 76.184 
*Columbia .......... 7.3 5.4 28.9 24.8 4,946 3,699 19,624 16,892 
es 15.0 25.0 48.0 . 85.0 2.730 4,550 736 15,470 
Cosmopolitan 42.3 49.5 146.9 1715 18.199 21-213 62.929 73.513 

‘agle Magazine ... 6.9 5.0 29.4 27.2 2. 2, ; " j i 
‘Ebony... 568 505 2026 1853 38,028 34680 137.834 126,310 Detective 6 F iction 
Elks Magazine 147 129 45.4 39.4 6.321 5,536 19,541 ere | ee eee . a2 20.9 87.2 85.1 95 
Esquire 715 80.3 231.1 232.6 599 54,587 157,155 anaes | eee Sie Group .. 3.5 18.0 65.3 75.2 02 
*Extension ....... 219 22.9 86.3 90.9 15,073 15,769 59,248 62,572 | $*Sport Men's Group ... 32.0 28.4 82.3 105.2 . 
— 276 34.6 94.6 118.0 11.797 14814 463 50.537 Thrilling Fiction Group .... 13.7 13.3 52.3 50.3 3,066 
*Grade Teacher ..... 413 387 1576 1389 18,234 17, 69,510 61,290 Total Group ......... “SIS ~ 806 271 ~ 3158 ~ 29,392 ~ 28.160 
Harper's Magazine .. 22.1 20.5 73.4 65.0 9,243 8,599 30.779 27,227 Formerly Macfadden Men's Group; no January 1952 issue. 
eet NRE 77.8 73.8 222.2 228.6 52.875 50,142 150,972 155,287 
t*Improvement Era . 34.7 37.6 112.8 116.0 14,572 16,122 47.374 49.056 Form 
“Instructor ...... . 35.1 28.9 122.1 96.8 24,008 19,789 83,571 66,232 ‘ 
*Motor Boating ..... 95.9 86.5 405.3 383.2 56,399 50,850 238,301 225,499 Cappers Farmer ...... ' 73.6 57.0 241.9 206.9 
National Geographic 53.9 45.3 161.1 151.6 12,808 10.771 38,303 36.059 Country Gentleman . 114.6 108.3 383.9 402.8 
*Our World ........ 33.5 24.9 112.0 95.1 22.752 16,902 76,165 64.622 Farm Journal ......... 1135 1126 404.4 397.1 
*Promenade ...... . 26.3 28.2 89.0 92.5 11,261 12.084 38,144 39,683  tFarm & Ra~th—Southern 
Redbook Magazine... . 22.6 26.3 85.1 100.2 9.658 11,268 36,457 42.986 Agriculturist ...... ; 45.1 45.8 164.8 170.3 
*Rotarian Saltinias 10.9 6.6 41.6 28.0 4,564 2,785 17,469 11,770 tProgressive Farmer . . 131.5 90.6 413.6 347.3 
t#*See .......... 12.4 12.5 23.7 25.3 8.322 8.408 15.882 17.018 Successful Farming ........ 127.8 119.1 422.0 402.3 
$*Sport ......... 91 12.0 16.7 24.9 3,918 . ' . Total Group ceccseeee 6061 “5554 “ZOE “19267 ~3S58I5 
Town & Country .. 75.2 74.7 282.1 290.6 50.463 50,113 189,437 195.163 , — 
True ape sinigte 50.4 41.0 1144 1102 21 626 17 558 ous 27-300 +See note at end of linage tabulation. 
*Yachting wre 100.7 87.4 390.6 Y t ‘ : é 

Total Group ........ iis0.3 Tia? 0594 39755 607,545 583,499 2142,028 72,079,740 Newspaper Se “ ctions (I) 
tLarger page size (429 lines) in 1951. {March-April issues combined. Not included in totals. §No January 1952 issue. with Sunday eoumpegers) ie al ai pen 

A can Week! . . i , 

Home mg < eb 364 481 1298 1653 
American Heme ‘ose’ 2} 23 247.5 247.2 13 08 wis 156.273 156.176 +This Week Magazine ....... 65.9 84.0 242.0 268.1 
Better Homes ardens ... . . + . . Y Ns ’ ee eS eer 5 1916 5051 6404 117,865 
*Flower Grower .... - 718 47.3 250.4 196.1 30,170 19,880 05,172 ; ; ‘ ; 
Neue Getta 159.6 151.3 394.7 377 8 00.80 95.898 249.212 238 597 +Four issues in April 1952; five issues in April 1951. 
House & Garden . s ‘ 8 s . 
Living ....... 597 455 2283 1281 37.677 28.743 144,224 so.sss Newspaper Sections (II) 
Sunset Magazine . 1239 106.5 358.6 322.7 52.035 44,740 150,000 135,520 | (ati other newspaper 

Total Group .... 810.2 702.1 23342 21569 470,177 410,871 1,344,632 1.171.576 sections and comics) 


Fashion 

Charm +r 

OS Pee 

Harper's Bazaar 

Mademoiselle 

Vogue ..... és 
Total Groip ... 


Movie-Romance-Radio 
Dell Modern Group: 


Modern Romances bokataths 332 34 129.7 1332 15 074 16.889 $5599 57 321 
odern Screen e266 q L , o | ; : . 
Screen Stories... "3230-336 = 108.7 )= ss S.0s«3818 = :14,393 ams | ‘Siguiee Sale Gos: ae a atin 
Fawcett True Confessions—Motion Picture: Unit A orenernn 35 50 10.0 a5 1'323 1'890 
Motion Picture .......... 26.6 25.6 104.3 924 11,413 10,965 44,777 39.648 | Unit B moans eee as 50 38 He 701 4 
True Confessions ....... 338 405 1352 1475 14518 17,357 57,972 2) | sesrais bist. bo... 60 35 5 0 rey by} 
Hillman Women's Group 116 © 08= 13.2 48.3 48.1 4.979 5.688 20.799 SRT | ee esedes Gee 1's 20 90 95 rs] os 
—e. —- Group . 7.7 6.9 24.3 28.6 3,313 2,959 10,435 12,261 igHarvey Comics Group .. 65 55 120 137 2.457 2.079 
deal Women's Group: eee le! . : 4 , ? 
Intimate Romances 26.2 25.1 915 982 11,247 10,789 on) ow | SS ae 3 us 82 4S 2,772 4,455 
"eee 206 21.7 75.9 83.3 9.297 32.600 35,750 laei 3 bas). —: = 60.0 6.0 4««1.490—S «1.430 
Movie Stars Parade 215 217 74.8 82.0 9.215 9.290 32,122 35,183 oS Gait 10.0 10.0 30.0 r=} yee sso 
Personal Romances ...... 25.4 21.7 89.4 64.8 9.297 38, 29,141 Blue Unit besa genes’ 10.0 10.0 20.0 20.0 3810 3810 
ua a3 ry 7 - ‘ sc | _ Yellow Unit .... 100 100 200 200 3810 3,810 
Screenland Unit els 248 8629.5 96.2 1027 16611 12,693 41/292 og Pep RPE 
ee Sa . ya a) ae oe a 
evealing Romances ...... 12.7 14.5 60.3 51.2 5,871 6,243 26,349 22,027 Red Unit 57 6.0 251 24.8 2142 2 268 
J crets “eigen 'g 20.7 21.0 82.7 84.7 8.858 8,889 35,392 36,241 one alt seecgeces 37 ce a2 re oie 4 
rue ‘ory lomens Group: . . ees 5 ¥ L . A . 
Photoplay ....... 39.5 426 1305 1442 16941 18,282 55,936 CY BRA, 3, ee > aa 4 | tes KT 
Radio-TV Mirror 23.1 27.3 884 102.3 : 11.703 37,888 43,833 | ‘#Standard Comics Group .... : waar - - - : 
True Experience . - 24.4 283 926 1061 10469 12.128 39,671 45.510 Total Group el a1 te ees Tis 11,259 
True Love Stories 25.0 29.7 93.3 108.5 10,742 12,729 39.995 46.537 ‘March-April issues combined. Not included in totals. 
True Romance ... 25.4 30.2 985 1142 10.887 12,954 42.580 48,976 
= 505 _ 61.3 _ 1873 _ 206.2 _ 21.667 _ 26.264 _ 80.211 __‘ 88.389 Cgnadian National Weekend Newspapers (Rotogravure Linage) 
Total Group .. 526.2 5733 19416 20416 ~226113 245,739 ~ 833,744 — 877,042 | tia Patrie ...........-.-00- 639 646 1938 1847 
Not included in totals. tStarted publication in September 1951. {Changed from bi-monthly to monthly effective February (3 Presse _. 2 ee a 55.5 54.0 190.0 194.0 
a, Seeaheechenl 744 804 2496 2925 
NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by por me Picture Magazine . 61.0 —_ 223.0 — 68.894 
the group as a whole PLUS additional advertising carried by each individual publication. Total oi cat Tis «1550 rsirt “Si [ois 41s 
+Four issues in April 1952; five issues in April 1951. 2Not included in totals. {Started pub 
Business 
Business Week ... 442.0 3935 1831.9 1,459.1 185.199 165.133 768.433 «612,289 Canadian 
Dun’s Review ..... 79.7 S71 2648 1841 33.424 23.964 111.056 77.175 - os 16 142 8 99.183 
ge 531 372 17994 1620 22.276 15.625 75,280 ae | fate ee oe.’ a: ot tas tas p44 
Fortune ........ 14225 1335 4943 418.0 90,060 84.372 312,366 264.176 | Canadian Homes & Gardens .. sxe ae? ‘me 6 as 5568 
Modern Industry .... 1126 940 405.0 3341 69.377 57.904 249.403 205.744 Chatelaine ................ 7 ee ee oy ees 
Nation's Business .. 41.7 _ 366 132.1 125.5 17,860 __15.677 ___ 56,561 __53,701 —— enya PRES J 44 34 a4 a4 by | 
Total Group B76 “WSIS “SW7S ZOE “ASG ~362.675 “1573.099 “1.281.072 | Rerger's ‘Digest. j ‘ ; ‘ 
Youth English Edition ....... 835 710 2485 217.5 12,922 
ou French Edition ... 85.5 710 2530 2205 12.922 
American Girl 16.9 13.9 75.6 70.2 7.231 5.945 32.441 30.097 Revue Moderne ..... 28.6 35.0 90.0 106.4 23.796 
Boys’ Life 209 196 66.0 57.2 14,237 13,301 44.894 38,899 Revue Populaire .. 35.3 475 998 1234 29,091 


tFirst 3 Markets Group ..... 25.2 
1N. Y. Herald Tribune- ns 
This Week eyes y . i 
1-99 = 40.953 41,663 «135,180 137,281 
S 4266 «647.266 «873 168,93 = tasons | N.Y. Maver Magmine eS aes ces 
1078 454.1 497.1 721070 B.145 286,969 314115 | IRE UTR, ‘Comic Welly. 11.6 
7 


463.575 | Total Group 


A 3 Y J 
“398 “1.0561 “Li276 “248866 ~363,279 


; ! da pete 267.6 
San EGTA DUIS FUND TSGRTER TRUEST 94 Tez 717 | «tour issues in April 1952; five issues in April 1951. 


Advertising Age, May 19, 1952 
April Advertising Pages and Linage in National Magazi 
Official Figures as Compiled by Publishers Information Bureau 
Publications with an * report directly to ADVERTISING AGE 
a tu laiebinae® a laa” "laced lee A "da i 
1 pri jan.-April Jan.-Apri pri pri April ~Apri prit April dan.-April Jan.-April April Jan.-Apr 
19521951 1952 1951 1952 1951 1952 1951 1 1951 1952 1951 1982 1952 
Weeklies, Bi-Weeklies, Semi-Monthlies gh ~ area 300 e] ahs 2 50s 
*Capper’s Weekly ........... ; 3.8 5.4 19.3 21.3 8, 12.179 43,390 47,657 | +Scholasti camesy = : . . . 
“Christian Advocate 24.4 181 1089 1008 10,089 en TS | ene ee SR we es ee i ee 
Colller’s .......... W419 M90 4895 5141 96,465 101.269 332,782 349,524 | spin ici m any jogs: O43 | 69.9 287.8 294.2 139,045 
Cue .... 75.4 83.7 305.5 344.5 32,327 35.890 131,072 147,787 issues in April 1952; four issues in April 1951. 
tGrit 149 18.0 69.4 69.7 15591 18880 . 72,838 73,224 
fife... 3723 4174 1.2095 1,301.0 253,084 283,730 822.367 84.285 Outdoor & Sports 
hareees x 441.6 487.8 92.206 96,173 300,27 . *American Rifleman ........ 

New Yorker 371.7 316.4 1,172.2 1,097.8 159,319 135,694 361 470,969 | Field & Stream ...._- 301 se 2 te] 101.407 
tNewsweek ....... 281.4 285.6 1,009.0 935.4 043 120,795 =: 423.236 393, *Fur-Fish-Game ...... 239 21.3 85.8 81.4 36,811 
Pathfinder ........ 48.4 48.9 173.7 161.1 20,322 20,521 72,955 67,643 | a & Fishing 43.1 40.0 120.3 96.5 51,639 
“Presbyterian | er 16.2 12.6 60.3 53.1 6,813 5.272 25.356 22,316 itdoor Life 77.8 76.5 226.3 225.4 97,045 
t#S*Quick ............ 38.0 49.0 118.0 106.0 — — oe —— | *Qutdoor Sportsman 133 130 462 476 19832 
Saturday Evening Post... 409.9 413.9 1,392.3 1,377.2 278,627 281,340 946,469 936,110 Sports afield : 697 653 1977 2094 84'831 

Saturday Review ..... 67.8 59.0 2663 2289 28.487 25.298 111.836 97,608 Tetel Gr Rie as : : 
t*Sporting News .......... ’ 471 348 1114 101.2 51,117 120.877 Wh, « By AES 8 3. 6 41. 481,295 
CURD cnsiwecniad desc iw 323.4 4049 12019 1,236.7 135,798 17 504.6: 519,187 wi in February 1951; no January 1951 issue 
U. S. News & World Report 207.5 1376 7215 0 87,106 57,733 302,824 | 203,120 Sci &M 

Total Group ....<0.-0.002+ 2541.7 25468 @752.3 5145 1.393.988 1,410,095 4,758,349 4,695,980 | ~clence echanics 
tFour issues in April 1952; five issues in April 1951. Not included in totals. $Only full-page units accepted. |\/Larger Mechanix Illustrated ..... 86.0 711 320.3 297.7 71,747 
page size (429 lines) in 1951. {Five issues in April 1952: four issues in April 1951. | Popular Mechanics ........ - lO 142.2 709.9 555.9 159,019 
nme . Popular Science ......... 139.7 1224 5531 503.5 123,882 

omen’s © i See 367 “SS7 T5833 T3571 ~ 84370 354.648 
*American Family 19.0 10.2 62.3 33.1 8,160 4,365 26.766 14,082 
“sBetter Living ... 44.0 — 148.2 — 18.84 — 63,4 
*Everywoman's .... 424 206 160.6 9.1 18, 8,839 68.810 42,075 
Family Circle... . 74.0 64.4 256.0 219.8 31,770 27.633 109,710 94,203 
Good Housekeeping 162.4 1858 4829 5480 69,5 9543 206, 481 
*Holland’s Magazine ..... 248 23.1 84.5 3 10,637 9,921 36,242 37,463 
Household pete 58.2 479 1778 1910 24,926 0.502 76.075 81,783 
Ladies’ Home Journal .. 11.3 149.4 3814 4581 81113 101.549 259,350 311, 
McCall's Magazine 97.6 795 302.0 3 304 = 554,025 205.3 93,246 
Parents’ Magazine .. . 77.4 73.0 2353 243.4 33,154 31,275 100.756 : 
Seventeen ......... 109.7 121.1 378.2 1 74560 6&2, 257.114 270,708 
Today’s Woman ... . 71.9 73.7 2135 2424 30.845 31,588 91, 3,905 
*Western Family: 

Southwest Edition ...... 36.1 39.9 145.2 158.5 15, 17,127 66,371 68,014 

#°Mountain Edition ...... 29.9 —— 119.4 ae 12,385 —_ a 

No. Calif. Edition ....... 32.2 33.4 130 137.5 13.798 14,309 55.679 58,948 

= Northwest Edition 31.7 38.4 1324 0 3= 13,599 16.441 56.822 66. 
Woman's Day ........... 838 66.6 95. 265.9 35,891 28.541 126.466 113,887 
Woman's Home Companion 89.5 90.6 270.4 304.5 60,875 61,608 183,887 207,038 

I ray 1066.1 10458 34456 35325 561,483 558.838 1,815,222 1,276,659 
“Started publication in May 1951. <Not included in totals. "See note at end of linage U “Started licat in 
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530,689 


98.118 


989,731 


All figures in the following groups were compiled by Advertising Age 


Comics Magazines 
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-Pages————_ - — > —s — 
April April dan.-Aprit Jan.-April April April 
1952 951 1 1951 1952 1951 
Samed: 34.3 37.3 1 132.9 23,962 26,059 
Saturday Night 91.3 93.9 307.5 324.5 62,066 63,863 
 Trme-Canadian 168.5 175.5 513.0 530.9 70,770 73,710 
Total Group 803.3 827.1 2477.4 2,603.9 419,571 443,557 
+Four issues in April 1952; five issues in April 1951 
Foreign ; 
Life International . 511 35.0 193.4 1 76 3,800 
| Newsweek - European 29.3 39.2 130.8 116.7 12,320 16,450 
| Newsweek- Pacific 85.8 83.3 345.2 284.7 36,050 ,000 
Reader's Digest 
hegeatien” 40.0 72.0 194.5 291.0 280 13,104 
Australian 59.0 36.0 209.0 124.0 10,738 6.552 
British 66.0 36.0 223.0 134 12.276 6,696 
Caribbean 85.5 80.5 288.0 246.5 15,561 14,651 
Danish 33.5 215 114.0 60.0 5,695 3.65 
Finnish 5.0 8.0 24.0 22.0 930 ‘ 
French (Belgium) 64.0 58.0 220.0 196.0 11,200 10,150 
French (Intercontinental) 50.0 38.0 164.0 120.0 8,750 6,650 
French (Paris) 94.0 66.0 286.0 232.0 16,450 11,550 
French (Provincial) 94.0 66.0 280.0 224.0 16,450 11,550 
French (Swiss) 38.0 30.0 110.0 104.0 6.6 5.250 
German (Germany) 70.0 31.0 192 99.0 12,740 5,642 


ie 
15 
of 


— Lines—____— Pag —_ ~-- Lines — 
dan.-April Jan.-Apr April April dan.-April Jan.-April April April Jan.-April Jan.-Apr 
952 952 1951 1952 1951 1952 1951 952 951 
67,263 92,849 German (Swiss) 36.0 33.0 109.0 104.0 6.552 6, 19,838 18,928 

085 220,687 Italian 47.0 36.0 144.0 118.5 8.084 6,192 24,768 20,282 
ee 
Japanese Troop .......... 27.0 21. . . + J 
S506 LATS, IES Ti Latin American (English) a | a a pe 4:920 a 
ee ee hesewee 77.0 65.5 269.5 233.0 14,014 11,921 49,140 42,406 
New Zealand ......... 29.0 18.0 100.0 57.0 5,278 3,276 18,200 10,294 
Norwegian ........- 22.0 19.0 68.0 56.5 3,740 3,230 11,560 9,605 
131,580 108,800 Portuguese ....... 88.5 75.5 294.5 283.5 5.487 13,213 51,537 49,614 
54,930 48,000 South African .. 61.0 52.0 211.0 176.0 10.919 9, 7,869 ; 
145,040 119,560 Southern Hemisphere 49.5 48.5 175.5 160.0 9,009 8,827 31,941 29,120 
ON rea 48.5 34.5 141.0 114.0 9,021 6.417 30,831 24,701 
35,399 52,962 +Time-Atlantic ......... 73.8 62.2 265.2 192.1 31,010 26,110 11, 80, 
038 22,568 + Time-Latin American ... 94.8 94.8 365.4 308.4 9.830 39,830 153,510 129,570 
41,478 25,024 +Time-Pacific ...... 55.8 49.0 206.1 153.8 23,450 20,580 } 64.6 
52.416 GARES | Vision 0.2.0... cceseeeevees 48.3 17.7 _ 1528 57.0 _ 20,200 7,429 64,090 23, 
See REEE | Teta Group ......-- 02+ 16534 issl2 55879 @5518 “414403 340,492 “1,471,237 1,163,306 
500 34.300 | tFour issues in April 1952; five issues in April 1951. =Not included in totals. §Started accepting advertising in May 1951. 
28,700 21000 NOTE: All sectional advertising of Everywoman’s, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist and 
49,950 40.600 Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the 
49,030 39,200 particular edition carrying the advertisement to the total circulation of the magazine. For example, if a page 
19,250 18.200 advertisement appears in an edition representing 15% of the total circulation of the magazine, it is counted in 
944 18,013 __ the totals as .15 pages. 


Olatson Appointed Manager 
Paul Olafson, formerly with 
Family Circle Inc. in Chicago, has 
been appointed midwestern man- 
ager for “Mom’s Memos,” an edi- 
torialized advertising feature used 
in 24 states in farm publications, 
published by R. T. Van Norden, 
San Francisco. Mr. Olafson will 
make his headquarters in Chicago. 


Names Coleman Advertising 

Stayton Canning Co., Stayton, 
Ore., has named Coleman Adver- 
tising, Portland, to produce the 
first consumer campaign for San- 
tiam Blue Lake green _ beans. 
Newspaper ads are pointing up 
the packer-consumer sale along 
with grocers featuring Santiam 
brands in their ads. 


Promotes Fred Stratmann 


Fred J. Stratmann, merchandis- 
ing director, has been promoted to 
manager of the Oregon-Washing- 
ton-California Pear Bureau, ef- 
fective July 1. He succeeds R. A. 
Patterson, who has resigned to 
accept another pear industry affil- 
iation which will be announced 
later. 


Skillern’s to Tracy-Locke Co. 


Skillern’s Drug Stores, Dallas 
and Fort Worth, has named Tracy- 
Locke Co., Dallas, to direct its ra- 
dio and television advertising. The 
agency also has been appointed by 
Comet Rice Mills, Beaumont, Tex. 
Newspapers and radio will be used 
in a national campaign to be begun 
soon for Comet rice. 


any one market 


ADVERTISING OFFICES: New York «+ 
Zurich * Montreal « 
Cleveland + Detroit + Philadelphia + St. Lovis + San Francisco 


When you sell 


the top man 


you cover 


a great many others 


It’s a chain reaction: more than 1,500,000 influ- 
ential customers the world over read the Interna- 
tional Editions of TIME each week. 93°; of TIME’s 
subscribers hold important positions in business, 
the professions, or government. And with TIME’s 
regional editions, you can direct your advertising 
message to these important, influential people in 
in any combination of two or 
three—or in all four of the major market areas out- 
side the U. S. 


‘International 


Latin American Edition 
Atlantic Edition 

Pacific Edition 
Canadian Edition 


london + Paris « 


Teronto + Atlanta + Boston «+ 


Chicago 


The Important Magazine Everywhere 


Tokyo 


Point of Sale Gets 
Major Attention in 
Lorillard Ad Plans 


Boston, May 13—P. Lorillard 
Co. spends millions in eight media 
pushing the customer toward its 
product, and it would be foolish if 
jit didn’t rely heavily on the final 
;}push to clinch the sale—pushing 
'the product toward the consumer. 
|- That was how Alden James, di- 
rector of advertising for Lorillard, 

}explains his devotion to point of 
sale in selling tobacco products. 

Speaking to the Advertising Club 
of Boston last week, Mr. James ex- 
| plained how P. Lorillard had made 
point of sale work for it so that 
the medium has become one of the 
company’s principal considerations 
in devising advertising plans for 
Old Golds, Embassies and other 
products. 

“There are 1,500,000 retail to- 
bacco outlets in this country,” he 
said, “with a total daily circulation 
of 30,000,000 prospects that we 
want to capture.” Lorillard wants 
to make sure to get them, he con- 
tinued, even from across the street. 


@ Window displays are 
for eye catching at 20’, he dis- 
closed, Lorillard admen wouldn't 
think of merely printing a maga- 
zine ad on a point of sale piece be- 
cause the ad had been successful 
in its medium. Design and color 
are extremely important in dis- 
play, Mr. James explained, and be- 
cause of the greater need for atten- 
tion getting, specific rules apply. 

Short, punchy copy, with the 
trade name obvious, are prime 
rules, he stated. The best attention 
getters are babies, women and 
dogs, he claimed. But babies seem 
to be excluded from good tobacco 
advertising so P. Lorillard concen- 
trates on the latter two for illustra- 
tions, plus personalities from its 
radio and television programs. In 
addition, he said, one must be cer- 
| tain that color contrast is sharp in 
displays. 


pretested 


| Charities Group Elects 

The Radio-Television-Record- 
ing-Advertising Charities Inc., Los 
Angeles, has elected Robert O. 
Reynolds, v.p. and general mana- 
ger of KMPC, Los Angeles, presi- 
dent, Other officers elected are: 
Hilly Sanders, Dan B. Miner Co., 
Ist v.p.; True Boardman, John 
Sutherland Productions, 2nd v.p.; 
Donn B. Tatum, ABC-TV, secre- 
tary; Thomas C. McCray, NBC, 
Hollywood, treasurer, and Harold 
R. Maag. RCA Victor, assistant 
treasurer 


‘Today s Science’ Bows 

Today’s Science, a new picture 
quarterly, is asking $150 per b&w 
page and $250 and $350 for color 
covers. Published by Today's 
Science Inc., 139 N. Clark St., Chi- 
cago, the magazine is pocket size 
and the first issue contains 150 
pages. 


Promotes Arthur Van Delft 
Street & Smith, New York, has 
promoted Arthur B. Van Delft 
from circulation manager to circu- 
lation director, effective June 1. 
He succeeds Francis E. Sammons 
Jr., who has resigned to become 


ad director of Bankers Life & 
Casualty Co., Chicago. 
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CONVAIR CAMPAIGN—The first national 

paign for C lidated Vultee Aircraft 
Corp., San Diego, since World War Il 
started with this four-color ad in Time, 
April 28. Buchanan & Co., Los Angeles, 
is the Convair agency. 


Ewing Lists 
Five Standard 
Names for Bread 


May 13—The Fed- 
eral Security Administration has 
issued “standards” for five leading 
varieties of commercial bread. 

Effective Aug. 13, the standards 
permit the use of the terms “white 
bread,” “enriched bread,” “milk 
bread,” “raisin bread” and “whole 
wheat bread” only for products 
containing ingredients approved by 
FSA 

Other breads may be made, but 
the label in each instance must 
specify the ingredients, and the 
breads may not use any of the five 
names covered by the “standards.” 


WASHINGTON, 


8 A major portion of FSA Chief 
Oscar Ewing’s decision dealt with 
the provision of the bread stand- 
ard prohibiting the use of so-called 
“softeners.” In banning softeners, 
Mr. Ewing said they have a tend- 
ency to deceive the consumer as 
to the age of the bread. He also 
ruled the “softeners” have not been | 
adequately tested for safety. 

The “bread standard” preceding | 
is one of the most controversial in | 
FSA history. It began in 1941 but! 
was suspended at the request of 
the War Food Administrator. Hear- 
ings were resumed late in 1948, and 
a 17,000-page record was accumu- 
lated. 

A proposed standard 


issued in 


August, 1950, covered six types of | 
bread, but the standard for “un- 
salted bread” was subsequently 


abandoned for lack of sufficient in- | 
formation. 


® Standards are supposed to see} 
tect consumers by defining a prod-| 
uct. At the same time, they sim-| 
plify labeling, since it is not nec-| 
essary to list ingredients of a prod-_| 


“Illuminated and 
non-illuminated 


types. 


DISPLAY -CO. 


118-124 West Pearl St. 


uct which meets the official stand- 
ard, 

FSA does not expect any sub- 
stantial changes in bread when 
the standards become effective, as 
most commercial bread already 
meets the standards. There are in- 
stances of whole wheat breads, 
not made of 100% whole wheat 
flour, which will no longer qual- 


ify as “whole wheat.” 
Nor will all breads be exactly 
alike, FSA explains. “The stand- 


ards specify the basic ingredients, 
but the baker will be free to make 
whatever type of bread he thinks 
will sell the best,” FSA says. “He 
can make a compact, crusty loaf, 
or a light fluffy loaf, depending on 
the selection of optional ingredients 
and the way he handles the 
dough.” 


The controversy over chemical 
|“softeners” was a major delaying 
factor, as was a dispute over the 
use of soy flour. 

In his ruling, Mr. Ewing forbids 
the use of the term “white bread” 
for bread containing more than 
3% soy flour. He says flour with) 
more than 3% soy is of such dif-! 
ferent texture that bakers must | 
find another name for this bread. 


Canadian Admen Elect 

Jack O. Young of Maclean’s has 
been elected president of the 
Young Men’s Advertising and} 
Sales Club of Toronto. Other of- 
ficers elected are Frank Scully, | 
G. A. Davis Printing Co., and Rob-| 


onto, v.p.s, and Norman Moreau, 
Dominion Paper Box Co., secre- 
tary. 


The Fabulous Southwest 


a $57,000,000 industry, the 


largest stand of Ponderosa 


fg Se lly 


Wie a re ler eo gs te ee 
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The Nation's Largest Trade Territory 
Produces LUMBER 


Pine in North America. 


Two Separate Newspapers — 27¢ Buys BOTH! 


ert Downie, E. Harris Co. of tor Che El Paso Dimes El Paso Herald-Post 


aioe and Sunder” 


Yr 


A Sesipge toward Newspaper 
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RATINGS* 


HOOPER 
*FIRESIDE THEATRE. 
NIELSEN 
*FIRESIDE THEATRE. 
ARB 
*FIRESIDE THEATRE. 


VIDEODEX 


(Dramatic Shows Only) 
*FIRESIDF THEATRE. .42.6 


* This is the series offered to you as 
Royal Playhouse 


44.4 
54.5 


.43.6 


ramat ic fil 


only 


m series! 


Royal Playhouse! 


a BING CROSBY ENTERPRISES Production 


The same sensational 52 half-hours that led the 


national ratings as ‘‘Fireside Theatre.” 


rite 
Television 
Py ograms, inc. 


Exclusive distributors for 


KLING-UNITED STUDIOS 
MARION PARSONNET STUDIOS 
GROSS-KRASNE, AND OTHERS 


360 N. Michigan Avenue, Chicago }, Ill. 
444 Madisen Avenue, New York 22, N.Y. 
140 N. Lo Brea, Hollywood, Calif. 


BING CROSBY ENTERPRISES INC. 
WALTER SCHWIMMER PRODUCTIONS 


the 


: 
Bin 


far 


exc 


United Television 


..Very pleased with show... 


Yes, there are other’ Fireside Theatre” 
series—but 


“Royal Playhouse" is 
only one that gives you the 52 


shows that actually ran up these sen- 
sational ratings*. 


g hit the right note when he said, 
. we aimed for the top . . . and it 


took the test of the market toprove it.’ 
These typical testimonials tell why: 


. ROYAL PLAYHOUSE has been... of 


real and satisfying value to us.” 


—BANK OF AMERICA 


. Story-wise and print-wise, this series 
surpasses anything now available to the 


medium size TV station." 
—KEITH MATHERS, FILM DIRECTOR, 


WKY.-TV 


entire series 


ellent ... comments very favorable... 


Did a fine institutional job." 


—OKLAHOMA GAS & ELECTRIC CO. 


ROYAL PLAYHOUSE is still the 
greatest dramatic television series 
available to regional and local spon- 
sors. As the hard-hitting, audience- 
compelling ‘Fireside Theatre’ series 
it proved tops for film quality—dra- 
matic impact—and as a remarkable 
sales-builder. Put it to work for your 
product now — 52 half-hours solve your 
programming problems for a whole 
year! Don't delay—phone, wire or 
write (just fill in the coupon, clip and 
mail) TODAY for complete details. 


Programs, inc. 


360 North Michigan, Chicago 1, Illinois 


Gentlemen: 


Please rush me complete details, rates, availabilities, etc., on 


ROYAL PLAYHOUSE. 


Nome. 
Company 
Address. 
- — 


For these markets 


Title 


Zone____ State 
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WANTED 
Representatives or 
Selling Organizations 


IN POINT-OF-SALE SIGN 
FIELD OR ALLIED LINE 


to sell America’s largest line of 
indoor-type, illuminated Point-of- 
Sale Signs in these markets 


Wisconsin (excluding Milwaukee) 


Texas (excluding Houston) Kansas 
City Omaha * San Franicisco * 
Los Angeles Denver New 
Orleans 

Only qualified, successful repre- 
sentatives firmly established in the 
field will be considered; or those 
who now ‘ontact quantity sign- 
buying accounts on allied lines. 5- 


figure opportunity for men or sell- 
ing oryanizations who can qualify 
Write Box 148 Advertising Age 
200 E. Iilinois St.. Chicago 11, Tl 


SPACE SALESMAN WANTED 


With sufficient experience to 
prove his ability, and yet with 
sufficient growth potential to take 
advantage of one of the best op- 
portunities in the business paper 
field. Previous experience in 
chemical related industries 
very desirable. A_ willingness to 
move from city to city also 
important. Replies strictly confi- 
dential. Blind Box No. 153, Adver- 
tising Age, 200 E. Illinois St., 
Chicago 11, Il 


or 


AN OFFER 


A Top-Flight Public 
Relations Organization 
to join my project, which is 
“the epitome of free enter- 
prise,” on a CONTINGENT 
basis, in consideration of a 
large POTENTIAL ac- 

count. 


Please contact by mail only. 


Daniel Pinzow 
1056 Sherman Avenue 


New York 56, N. Y. 
' 
WANTED— 
ASSISTANT ADVERTISING 
MANAGER 


| An exceptional opportunity with large in- 
| dustrial company in Pittsburgh area for 
|} young man who has engineering back- 
| ground, likes writing and has ability to 
develop good copy. Several years writing 
experience essential. Very good starting 
salary with excellent prospects for advance- 
ment. 

State age, education, experience. Our staff 
knows of this opening. Write Box 155, 


ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


Information for Advertisers 


tNo 4340. How to Get P-O-P Ma- 
terial Properly Installed. 
Making the point that point of 
purchase material is useless until 
and unless properly installed, 
=*Professional Installation,” a new 
booklet by Julius R. Teich, makes 
out a strong case for the profes- 
Ssional installation companies. Cit- 
ing cases in which from 50% to 
80% of display material is lost 
Salong the way—in salesmen’s ga- 
Mages, basements, back rooms, and 
jeven deliberately hoarded by dis- 
tributors for resale as waste paper 
> —Mr. Teich explains how the pro- 
fessional services are geared up to 
fulfill given contracts within des- 
Bicnated time periods and _ terri- 
torial limits. 


No. 4348. Latest Advances in Signs 

Neon Products Inc. offers con- 
tinuing service on its informative 
bulletin, “SIGNews.” Of particular 
interest is Vol. 3, No. 1, telling 
how new techniques have reduced 
sign to figures lower than 
prewar, and _ featuring success 
stories of use of Identi-Signs for 
stealing the spotlight in general 
merchandise displays, special de- 
signs in displays to capture pre- 
mium display space, ete 


costs 


What 
Time 

National Family Opinion Inc. of- 
fers “Leisure Time Study of 1,492 
Typical Homemakers,” showing 
time spent during a 24-hour period 
listening to radio, watching tele- 


No, 4349 Wives Do With 


Spare 


Note: Inquiries for the items listed 


above 


vision, playing records, and read- 


ing magazines. Shows much of 
what is to be expected, such as 
that record-playing has taken a 


beating, and that economic level 
is an important factor in TV own- 
ership, but the many painstaking 
and detailed analyses of the figures 
are of considerable interest. 

No, 4351. Up-to-Date and Detailed 
Beauty Products Survey. 

What's with the large economy 
sizes in face creams and lotions? 
How does Dial soap stack up with 
Lifebuoy? Is eye makeup on the 
up? How about the new indelible 
lipsticks? Who buys perfume, the 
boy or the gal? Where are most 
cosmetics now sold? How popular 
is bubble bath, and whe sells most 
of it? Answers to these and hun- 
dreds of other questions are given 
in “Beauty Secrets,” new consumer 
panel survey just released by Good 
Housekeeping 


No. 4352. Reading Habits of Com- 


pany Officials. 
The Wall Street Journal offers, 
the results of a new study: “The 


Reading Preferences of Corporate 
Officers and Executive Personnel 
in the United States.” Based on 


4,970 questionnaires returned from | 
executives listed in Poor's Register, | 


it gives newspapers read regularly, 
magazines read regularly, three 
publications found most important, 
and duplication of readership. 
Some interesting new facts and 
patterns are brought to light. 


will not be serviced beyond June 30. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


| Please send me the following (insert number of each item wanted 


| —please print or type) 


THE ADVERTISING MARKET PLACE 


Rates 


90¢ per line, minimum charge $3.60. Cash with order. 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 


Preceding publication date. 


Display classified takes card rate of $12.00 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ADVERTISING SALESMAN 
An experienced salesman on a Merchan- 
dising paper in the New York area - the 
leading publication in its field. Give de- 
tailed information as to age, experience, 
and income needed to do a good job 
Box 5084, ADVERTISING AGE 
801 Second Ave., New York 17, N 
We have attractive positions for men 
and women in Advertising and Publishing 
MYRTLE BARNARD - CARMEN TAYLOR 
176 West Adams Ce 6-3178 - Chicago 
SALES PROMOTION-ADV. MGR. 
Long established Rhode island manufac- 
turer of sundry products offers unusual 
opportunity for top-notch sales promotion 
man. Will work out of main office direct- 
ing merchandising, advertising, and sales 


promotion Must have extensive exper- 
ience in sundries, advertising. and sales 
promotion to wholesalers and chains. This 
is a new position—a challenging oppor- 
tunity. No replies considered without full 
details of experience, education, age and 
salary requirements. Replies strictly con- 
fidential 

Box 5096, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


AGRICULTURAL PU SHER 
NEEDS EXPERIENCED -ESMAN 

If you've had a few year's experience in 
selling magazine space and don't mind 
considerable travel, this position will 
appeal to you. Located in scenic northern 
Illinois. This company is recognized as 
one of the progressive agricultural busi- 
nesses of this country. Write, stating age, 
previous experience, present employment 
and salary desired 

Box 5069, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MOLENE 
PERSONNEL SERVICE 
Copywriters 
Editorial Artists 
Promotional 
BANKERS BLDG. ANDOVER 3 4424 
ADVERTISING SPACE SALESMAN for 
national trade publication Young man 
with some advertising experience, inter- 
ested in learning trade paper sales in 
midwestern territory. Write, stating age, 
experience, salary expected 
Box 5089, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PL AC EMENTS 
209 S. State St Ha 7-2063 Chicago 
ADVERTISING SPACE SALESMAN 
Here’s an opportunity in the Chicago ef- 
fice of a nationally-known publisher to 
represent three monthlices in the educa- 
tional field. We want a young man, with 
some previous advertising sales exper- 
lence, who wants to grow with a ¢row- 
ing organization. Please write about your- 

self to: 
Box 5087, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
FOR ADVERTISING & PUBL ISHING — 


NE 
209 Ss State St. 
EST. 1902 


- HA ARRISON 77-4577 
HICAGO 4, ILL 


capable of a ing good work 


ARTIST, 


fast, wanted by Upper New York State 
ad agency. Layout and lettering ability 
necessary. Illustration an asset Real 
opportunity to move ahead with small, 
10 year old agency. Living cost much 
lower than New York City, and a great 


chance to let your kids see some of God's 
country 
Box 5088, ADVERTISING 


AGE 
801 Second Ave jew York 17, N. ¥ 


FRED J MASTERSON 
ADV ERTISING — PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 


SOUND ADMINISTRATOR 
Managing editor and ass't to publisher. 
Expd. all phases pub., allied fields: trade 
papers house organs, directories, sales 
prom., P. R. Pulp-paper, building trades 
farming and liquor backgrounds. Desires 
position in pub., P. R., or as ass’t indus- 
trial ad mgr. Presently employed (2'z 
yrs! but no opportunity for advancement 
Jour. grad., 27, married, Salary, $100 wk 
min 

Box 5097, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
ADVERTISING OR COMMERCIAL 
Young woman June grad. Small Lib. arts 
college, Chgo. area. Single, worked in 
design & layout for college publicity 
office. Available; June 9 

Box 5091, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
1 AM LOOKING FOR PERMANENT JOB 
with large firm to utilize exceptional back- 
ground in advertising planning, produc- 
tion and copy. Five years agency exper- 
ience plus mail order and retail home 
furnishings copy. Age 29, female, adver- 
tising graduate of U. of Missouri. Will 
relocate. Excellent references 

Box 5085, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
Memo to An Ad Agency that believes copy 
is the real key to successful advertising. 
This Pro copy-idea ad-maker turns out 
star copy for any media. Seasoned Acct- 
exec. and ad-mgr. Write E. R. Breitman 
€402 S. Sangamon St., Chicago. Phone 
EN 4-7208 


AR! 


widely diversified accounts 
New York for a top writer. 


He MUST have: 


as a senior writer. 


Proven ability to 


@ An 
as copy. 


of sale material. 


supervise other writers. 


of years 


to major accomplishment 


giving full particulars. 


Box 156, 


to a copywriter 

not ordinarily interested 
in “position open” 
advertisements 


One of the leading national advertising agencies with 


@ Minimum of 7 years advertising agency background 


“spark” 


@ Mature and sound experience in the writing of a 
vast amount of concise, hard hitting selling copy for 
magazine, newspaper and trade paper advertisements. 


ability to think in terms of illustration as well 
A flair for creating direct mail programs and point 
© Knowledge and experience necessary to inspire and 
@ A personality that will create confidence in contacts 


with clients and with the agency executives. 


If you've proven yourself as a top writer over a period 
if you're now ready for a step that could lead 


opportunity to become a key member of a well-known, 
solidly established organization, write us in confidence 


ADVERTISING 


has a real opportunity in 


ideas. 


if you're interested in an 


AGE 
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POSITIONS WANTED 
(LOS ANGELES AGENCIES ONLY) 
Looking for man with all ‘round ability? 
4 yrs. with a “two-man” agency - now 
copy-contact with ‘Million Dollar” agency 
Box 5095, ADVERTISING AGE 
801 Second Ave., New York 17, N. ¥ 
Market Research Analyst, extremely ver- 
satile on psychological studies of con- 
sumer opinion, trends, buying habits; has 
force to carry out interviewing; available 
as consultant or for specific job 
Box 5040, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING PRODUCTION with lay- 
out experience. At present with large 
engraving concern as production and sales 
representative. Desire job with agency 
or mfgr. concern 
Box 5090, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
PSYCHOLOGIST 
Il years’ experience including AAAA 
agency research; circulation promotion of 
national trade, consumer magazines; pub- 
lic relations; business management; teach- 
ing M.S. ‘tadvertising), Ph (psychol- 
ogy). Age 31. Available as advertising 
manager or research director. Prefer Chi- 
cago but will relocate. Fer resume, write 
Box 5092, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ADVERTISER WRITER 
20-year-old, moderate-sized St. Louis 
agency wants experienced man who can 
write outstanding copy and service ac- 
counts. Good salary, plus opportunity to 
become a principal and acquire interest 
in company, without investment. A splen- 
did opportunity. Give age, experience 
references, present salary. Replies treated 
confidentially. 
Box 5094, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
COMPETENT ADVERTISING MAN 
with experience in planning & executing 
campaigns for manufacturers & retailers- 
—plus, wide publicity experience—seeks 
connection with Manufacturer, where 
promotional background can pay off 
Box 5067, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
REPRESENTATIVES AVAILABLE 
REPRESENTATIVE tor major interest 
eastern territory can produce for one other 
professional or trade journal. Will dis- 
cuss exclusive arrangement for right 
journal or grou 
Box 5086, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 
PERFECT SPOT WASHINGTON D. C. 


Ideal downtown location direct mail or 
small ad agency. 2nd & 3rd floor offices 
available. Light, airy, large show window 


Reasonable. Schwartz 704 13 St., 

PARTNER WANTED 
ONE MAN ADVERTISING AGENCY, well 
established, soundly financed, recognized, 
seeks young man, some copy and contact 
experience. Opportunity to acquire part- 
interest. Prefer man with sufficient bill- 
ing to cover drawing. Write fully, giving 


age 

Box 5093, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
OPPORTUNITY for free-lance Indus 
Acct. Exec. to join one-man agency or 
One-man Agency desiring to lower over- 
head. Write. 

Box 5023, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


MISCELLANEOUS 
CUSTOM ART SERVICE 
Cartoon spots, trade characters, 


N. W 


symbols, 


etc. Also layouts, letterheads. Top notch 
art only gp eel rate. Samples on 
request. No obligatio 


Box 5083, ADVERTISING AGE 
801 Second Ave... New York 17, N. Y¥ 


Wanted: 
TOP CREATIVE MAN 


One of Detroit's leading advertising 
agencies has a big job for a better- 
than-excellent creative man. 


Would be a copy director plus, 
teamed with account executive in 
developing and supervising entire 
creative program of unusual size and 
variety. 


Requirements: At least ten years’ 
big-league experience, including 
copy supervision. Mature personality 
and judgment (should be older than 
35.) Broad knowledge of promotion 
and merchandising, as well as all ad- 
vertising media (automotive back- 
ground desirable.) Ability to shoul- 


der large responsibilities ten- 
dency to seek them. 
Rewards: (1) Money—commensu- 


rate with size of the job and the man. 
(2) Security—backed not only by 
sizeable retirement funds, but also 
by steady history of agency growth. 
(3) Prestige—a key position in a re- 
spected organization serving noted 
clients. (4) Opportunity—write your 
own ticket. 


If you think you can fit the above 
qualifications, send brief “reasons 
why” and résumé of your past em- 
ployment, clients served, etc. (No 
samples yet, please.) We'll arrange 
an interview if it sounds really good. 


Write to Box 152, Advertising Age 
200 E. Illinois St., Chicago 11, III. 


; is EASTERN ADV. REP. (N.Y. Hq.) 
see » » _ 
' 801 Second Avenue, New York 17 Desires Consumer or Trade Pub. Background 
| NAME ETD csi both. Handles one other top notch magazine 
saflord of * er g ge” ° k h 2 in territory. Solid 18 yrs. exp. Keen adminis- 
| COMPANY Mr. Gafford of “Advertising Ag Vew York is authorized to trative knowledge. Pay own overhead. Com- 
| steseneees divulge our name to you, in confidence mission basis only. Interested in established 
magazine with potential. If required will clear 
| ABDOREES. . .........ccresrersrosressrrereverersersrcccsncsesssareseressoorseosees seecesscosesscoeoovencsconssecoosccsossosecoossorsess circulation-editorial as added service 
| BOX 154, Advertising Age 
| city & ZONE STATE 801 Second Ave., New York 17, N. ¥ 
—— 
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Refrigerator Distribution Pattern 
Has Changed Drastically: Packard 


ANN ArBor, Micu., May 13—The 
relative importance of the various 
types of stores marketing refriger- 
ators has changed drastically since 
1930 and is still changing rapidly, 
according to n Packard, national 
household sa. manager of Kel- 
vinator division, Nash-Kelvinator 
Corp. 

Mr. Packard told the University 
of Michigan’s annual marketing re- 
search conference Friday that, in 
1930, 50% of all refrigerators were 
sold by distributor-owned retail 
stores. At the same time, he said, 
electrical stores accounted for 30% 
and utility companies 20% of total 
sales. 

After the depression, Mr. Pack- 
ard continued, distributor-owned 
stores became a minor factor in the 
industry, while department stores 
moved up to 20% and mail order 
chains took over 15% of the total 
volume. Specialty appliance stores 
accounted for 36% of the sales. 


® “Today,” he declared, “due large- 
ly to the high percentage of sales 
involving trade-ins, the depart- 
ment store share of sales is still 
receding. Furniture stores are hold- 
ing position at 18 to 20%. Utilities, 


turning their attention to their 
natural pioneering assistance on 
newer appliances, are probably 


down to less than 5%. Mail order 
houses, also because of the trade- 
in situation, are probably selling a 
lower percentage. 

“Appliance dealers are gaining 
position,” he continued, “doing ap- 
proximately 45% of the total, and 
automotive accessory chains—an 
entirely new type of outlet for the 
business—are taking from 8% to 
10% of the volume.” 


® R. A. Demmer, marketing and 
organization manager of Kelvina- 
tor, told the annual marketing con- 
ference that there is no easy way 
to step up product sales in a below- 
normal sales area. 

He outlined the typical analytical 
process in a hypothetical trading 
area. First, he said, the company 
prepares an area analysis on the 
basis of statistics showing what the 
industry sold, what Kelvinator 
sold, how many outlets are avail- 
able, ana Kelvinator’s percentage 


of industry sales and outlets. 

Next steps, he said, are a geo- 
graphical breakdown of trading 
areas and a definition of shopping 
centers, followed by a field survey 
of every dealer in the trading area, 
conducted on a personal contact 
basis. 


Campbell Soup Adds Daytime 
TV Sponsorship in the Fall 

Campbell Soup Co., Camden, 
N. J., is expanding its use of radio 
and television this fall. In addition 
to continuing its use of nighttime 
and daytime radio and evening 
television, the company will add 
three half-hour daytime television 
periods. This includes a daytime 
television version of “Double or 
Nothing,” 2-2:30 p.m., EST, over 
Columbia Broadcasting System. 
Campbell also sponsors the radio 
version of the program. 


A company spokesman said, 


| “Our initial expenditure in daytime 


@ The aftermath of this survey is 
a dealer summary which lists each 
outlet and its sales by brand, show- 
ing Kelvinator’s percentage of total 
sales in each case. 

“When this data is compiled,” he 
declared, “you will have made a 
complete analysis of business in 
the trading area. You will then} 
know who is getting the business | 
and how it is flowing to market.| 
With this information you will be | 
able to intelligently plan such | 
moves as are necessary to rehabili- | 
tate the retail structure in the area 
under study.” } 

He said that while having an) 
outstanding promotional program 
and product are important, build- | 

| 


| 
| 


ing an outstanding dealer organiza- 
tion is a harder and more expen- 
sive task. Even though it is diffi- 
cult and expensive, he said, build- 
ing a good dealer organization “is 
a matter of vital concern.” 


Ronson Gets Japanese Groups 
to Agree to Stop Imitations 


Immediate stoppage of the man- 
ufacture, sale and export of imita- 
tions of Ronson products, includ- 
ing infringements of Ronson light- 
er patents and designs, has been 
effected through an agreement 
signed by Ronson Art Metal Works 
Inc., Newark, and four Japanese 
trade groups. 

Co-signers of the agreement in- 
clude Tokyo Smoking Articles In- 
dustry Assn., composed of all Jap- 
anese lighter manufacturers; To- 
kyo Smoking Articles Wholesalers 
Assn.; Japanese Smoking Articles 
Export Assn., and the Antimony 
Assn., composed of manufacturers, 
wholesalers and exporters. 


Ozanne Joins ‘Foundry’ 

James L. Ozanne, formerly with 
George T. Hopewell, publishers’ 
representative, has been named 
to the business staff of Foundry as 
district representative in the east- 
ern territory and assistant to J. F. 
Ahrens, eastern manager. 


Advertising Typographers and Distinctive Printers 


A 


® 
le 


RUNKLE- THOMPSON-KOVATS-INC 


ANdover 3-0722 - 650 West Lake Street - Chicago 6 


television this fall is being made 
because we are impressed with the 
growth and development of day- 
time audiences.” 


| Shakeproot Forms New Dept. 


Shakeproof Inc., division of 
Illinois Tool Works, Chicago, has 
formed a new special stampings 
department to handle certain of 
its engineered fastenings and to 
contract stamping. Car! F. Jensen, 
formerly central district sales 
manager, has been appointed man- 
ager of the new department. 


‘Automotive Yearbook’ Out 

The 14th annual edition of 
“Ward's Automotive Yearbook,” 
published by Ward's Reports Inc., 
Detroit, has been issued. The latest 
edition has several new features, 
including a section which honors 
the anniversaries of Studebaker, 
Chevrolet, Cadillac, Nash and a 
number of prominent parts mak- 
ers. The marketing section has 
been expanded and gives a break- 
down by states of the sales of cars 
and trucks. Copies may be had 
from Ward's at $7.50 each by 
writing to 560 W. Lafayette Blvd., 
Detroit 26. 


‘Nippon Times’ Names Rep 

Pan American Publishers Rep- 
resentatives, New York, has been 
appointed American representative 
of the Nippon Times, which has a 
circulation of more than 75,000 and 
is “the largest English-language 
publication in Japan.” 


E. L. Meier Adds Account 


E. L. Meier Jr. Advertising, 
Ft. Wayne, has been named to di- 


rect advertising for Ft. Wayne 
Transit Co. Traveling displays, 
newspapers, radio and outdoor 


posters will be used. 


SCULPTURED DISPLAYS 


longer. 


rubber or papier-maché. 


1. Attract more attention to your product. 
2. Motivate more buying action. 
3. Get preferred space—and stay there 


Use our complete design and production 
service to give you a better display of plastic, 


CANTON, OHIO 


Prominent Users of Strathmore Letterhead Papers: No. 99 of a Series 


QUALITY is in how you make it! 


are 
bench by the skilled, 
dexterous hands of 
craftsmen, 


Despite all the ultra- 
modern shoemaking 
machinery that is used in 
the 
Bostonians, the shoes 


manufacture of 


still finished at the 


a 


Boston 


SV an 


‘hee © Lathe: Co Wma Metnednenemne 


“Make the shoe to fit first—and then to sell” is the policy 


that Commonwealth Shoe & Leather Company has followed 


since its business was incorporated sixty-seven years ago. 


It is this policy, backed by careful selection of materials, 


that has made Bostonian Shoes one of the most famous 


brand names in the industry today. 


If you are constantly striving to keep your product the 


“best” in its class. you understand the essential basic value 


of quality—you know that unless quality is made a part of 


any program of improvement or perfection, the most im- 


portant single element is missing. 


Give a fine product the impressive background it deserves 


in every phase of your business. Consider the importance 


of your letterhead—are you proud to have it carry your 


message ?...does it represent quality to the recipient? Use 


the expressiveness and character of Strathmore Letterhead 


Papers to transmit the quality you wish to convey. Let 


your supplier show you what a difference the quality of 


Strathmore paper makes! 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Sc ript, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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Goodrich, ‘Scholastic’ Reach 
Youth with Comics Insert 

lo the Editor 
project in public relations and ad- 
vertising which 1 think is of the 
importance to the present 
future of American industry 
and, which I you will find 
newsworthy 

Il am enclosing a copy of a new 
32-page color cartoon insert which 
will appear in the May 7 issue of 
Scholastic Magazines as an adver- 
tising insert for the B. F. Goodrict. 
Co. We are inserting a total of 
1,115,000 copies of this 32-page 
story into all editions of our maga- 
zines, together with a full-page 
lesson plan and study guide in the 
Teacher Editions of the same issue, 
which will reach 100,000 teachers 
and administrators in the junior 
and senior high school field. 

I believe that this particular 
‘comic” insert represents some- 
thing unique in the field of public 
and institutional adver- 
American business. It is 


Here is news of a 


utmost 
and 
hope 


relations 
for 


tising 


‘ con ress ELECTROTYPE CO. 


DETROIT « 1326 E CONGRESS + WOODWARD 3.3974 


CHICAGO © 919M MICHIGAN» SUPERIOR 7.8056 


The Gourier-2 , 


being sponsored by B. F. Goodrich 
to convey to American youth, in 
simple and understandable terms, 


a few basic points about our 
American’ competitive enterprise 
system $y telling the story in 


terms of the development of B. F 
Goodrich, and in terms of a teen- 
ager and his problems, we are get- 
ting as close as we possibly can to 
the interests and the understanding 
of young people in school. 

The title of the insert is “John- 
son Makes the Team.” It tells the 
story of the competitive enterprise 
system in terms of three genera- 
tions of a fictional family which 
has worked for B. F. Goodrich 
since the company was established 
in Akron, O., in 1870, In the course 
of the narrative, the sponsor 
touches upon some of the historical 
highlights of the development of 
America, the highlights of the de- 
velopment of the company, and up- 
on a number of elementary and 
basic tenets of our enterprise sys- 
tem. The lesson plan and study 
guide in the Teacher Editions of 
our magazines is designed to use 
each one of the basic points as a 
springboard for the economic edu- 
cation of junior and senior high 
school students and as the basis of 
classroom projects and classroom 
discussion. 

This entire insert has been de- 
veloped by Scholastic Magazines 


Y» 
ae 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY 


* 293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


The Voice of the Advertiser 


Ghis department is a reader's fopum. Letters are welcome 


in cooperation with the B. F. 
Goodrich Co. I think that a great 
deal of credit should go to B. F. 
Goodrich for spending its money 
to promote the American business 
and industrial Of course, 
it is excellent public relations and 
excellent institutional advertising 
for B. F. Goodrich, but as I think 
you will agree, it also constitutes 
sound and pervasive economic 
education in behalf of all Ameri- 
can industry. 

It seems to me that, whether 
such efforts take this particular 
form or not, more of this type of 
thing ought to be aimed at Ameri- 
can youth as well as at the adult 
public. 


system 


Don LAYMAN, 


Vice-President, Scholastic 
Magazines, New York. 
* ~ » 


Jacobsson‘s Shoplifting Tests 
Interest Package Maker 

To the Editor: We enjoyed very 
much reading the article, “Shop- 
lifting in Supermarkets is Just ‘Re- 
search’ for Designer Jacobsson” in 
the April 21 issue 

Since we are manufacturers of 
specialty bags and flexible pack- 
ages, this article was of special 
interest to us. 

Therefore, we would like to ask 
your permission to reproduce this 
article, with due credit to you, in 
our monthly sales bulletin to our 
selling staff. We feel that it con- 
tains a whale of a lot of good mate- 


rial and I know our men will be 
pleased to read it 

Not to soften your hide—but I 
really think you have a_ swell 


or = 


. “For reporting and public service far beyond the call of duty’. 
That is the achievement citation going to KFAB this month. The Mis- 


souri River Flood (worst in history) 


KFAB reporters, on water, land and in the air, operating 24 hour 
schedules, kept Midwest Empire listeners accurately and fully informed 


he 


magazine in ADVERTISING AGE and 
enjoy reading it very much. 
STANLEY H. OSHAN, 


Advertising and Merchandis- 
ing Director, Oneida Paper 
Products Inc., Clifton, N. J. 


Agrees with Woolf on 
Rarity of Notable Prose 

To the Editor: I want to go 
along with James D. Woolf on his 
article in the feature section of 
the May 5 issue of your publica- 
tion. I refer to the article headed: 
‘Rarely Indeed Do We See Nota- 
ble Prose from an Adman’s Pen.” 

In my 40 years of copy work 
there have been times when I 
| have been under pressure to pro- 
| duce a piece of copy. More often, 
| however, I find myself rewriting 
a 90 or 100-word advertisement 
| four or five times and then leaving 
} it on my desk until morning and 
| probably changing a dozen words 
for what I consider perfection. 
| I believe in psychology and I 
further believe that the adman and 
especially the copywriter who is 
not grounded in the principle of 
psychology cannot hope to trans- 
late good thinking into the minds 
of an audience. 

Tell Mr. Woolf that more arti- 
cles along this same line would 
be helpful not only to the young 
men in advertising, but to some of 
those who turn out copy strictly 
to please their own eloquence. 

L. O. DuNCAN, 

Advertising Manager, Grand 

Rapids Store Equipment Co., 

Grand Rapids, Mich. 

. J 


1933 Reprint Typical Y&R, 
Reader Says; He Likes It 

To the Editor: Please inform In- 
spector Dolin that he may arrest 
Bronson, the butler, and charge 
him with the murder of Armory 


Advertising Age, May 19, 1952 


King. Faced with a first degree 
rap, Bronson may be induced to 
talk sufficiently to warrant the ar- 
rest of Rico Turnesa as an acces- 
sory. It is a clever advertisement 
and it is likely that Young & Rubi- 
cam may receive a letter in 1971 
asking for the solution. 

We have long been an admirer 
of the type of short-copy ad Y&R 
turns out—the pictorial setting of 
four roses; the precise layout of 
candy mints with the hole in the 
centers; the picture of the motor 
car with its slogan as the only 
line of copy; the typewriter key- 
board—*Top row, third from left.” 
Then suddenly it dawned on us 
that in “Who killed Armory King?” 
(AA, May 5) the agency is using 
the same device. With ali its words, 
this mystery is but a picture; the 
copy is contained in 50 words in 
the box at the end of the story... 
clever. 

JAMES T. CUNNINGHAM, 
Toledo, O. 


Needs AA Replacement 

To the Editor: In your issue of 
April 21 I was delighted to note 
the recognition received by my 
company, the Lewyt Corp., as 
shown on Page 32. 

I am the district manager for the 
Lewyt Corp., with headquarters 
here in Washington. The local dis- 
tributor for Lewyt in Washington 
and surrounding area, The Jos. M. 
Zamoiski Co., has asked me for my 
copy of ApverTISING AGE for their 
records since they were the ones 
who set up the particular promo- 
tion publicized. Now I am without 
a copy for my files. 

If you have an extra copy of this 
issue I should be very happy to re- 
ceive it. 

Cart M. RANDEL, 
Washington, D. C. 


ot ag eae eae: 


was the Midwest story of the Year. 


as the Big Muddy carried on its destruction. Achievements in report- 
ing and programming are taken for granted by KFAB listeners. 
Achievements in results are taken for granted by KFAB advertisers. 


For information on how you can use the “Achievement Station", call 
Free & Peters or contact Harry Burke, General Manager. 


ST-EMPIRE 
THE LTD BEST BY KFAB 


i 


a: 


' 68 ee 
“ _ er ae 
- 
My 
| a —— 
is 
$ ks 
: Ss 
} a » 
a ; - 
a «e 
tea a 
J rere ora cana ACHIEVEMENT 
' eee =P ee 
qi mad te - a ee fe ‘ 
Bs “i ta rea 3 ‘ a — cy 
iv t2 t is = “ -— i 
i 6 Wy ‘ 4 My 2 ‘ dl s, Y iat * : me . \ 
W. aell aduitlining. apact at a * Tes ) A Ve “ ~ oe . ~~ ™ 
b Gt b Oe : oa ieee P : 
ne * : aa SF GO Pe / abet Sane 
: a Ps, — Ae amet “TT 
WHR Ce — es |. A 
ae , | ia Ss B, i | Pp i ; A ‘ 
: a a : 
; Z ——— a am eer os oa 
4 - [ So— a ‘ “on, > } , ports Bs! 
SS Pee ; : 
| = ra oe eB g 
, SO ‘ A i ay ; ' 
: mrnal | a i Se. S . 
Pp _'THE LOUISVILLE TIMES _ as yy, | 5 i ; 
ee ' - 
ee Rs ; 2 
‘ . 
Racal i es ee A Sek ae oe ae Se i ks I cee: | mel Cie 


Advertising Age, May 19, 1952 


Department Store Sales... 


Big Cities Show Greater Sales Losses 


WASHINGTON, May 13—If there is| 
any trend in department store 
sales this year, it is away from the 
big cities. Consumers appear to be | 
doing more of their spending in 
branch stores and other local shop- 
ping centers. 

This bears out a recent survey 
by the Harvard Business School 
(AA, Feb. 4). The report found 
that branch stores are increasing 
volume more rapidly than their 
parent stores. 

In the first three months of 1952 
national department store sales 
were 9% less than in the corre- 


DEPARTMENT STORE 
SALES INDEX | 


1935-39 EQUALS 100 


Week to May 3, '52*..p320 ; 
Week to May 5, °51*....326 
Week to Apr. 26, ’52*..305 
Week to Apr. 28, ’51*....293 
Week to Apr. 19, ’52*....278 
Week to Apr. 21, '51*..281 


*Not adjusted seasonally. 4 
pPreliminary. 


1951 
the Federal Reserve Board figures 
show that stores in most of the 
big cities had greater declines. 


sponding period. However, 


s During the same period stores 
in major urban centers suffered 
the following losses: New York, 
13%, Pittsburgh, 13%, Detroit, 
12%, Los Angeles, 12%, and Den- 
ver, 15%. 

Easter sales helped lift dollar 
volume to within perhaps 6% of 
1951’s volume, but the big cities 
are still keeping the national aver- 
age down. Best showing to date has 
been made by the stores in the Dal- 
las district, which is the only area 
in the country keeping pace with 
1951 selling. 

Latest weekly report by the Fed- 
eral Reserve Board—for the week 
ended May 3—shows a national 
sales decline of 2% compared to 
the same week last year. Biggest 
losses were: St. Joseph, 16%, 
Milwaukee, 14%, Cincinnati, 12%, 
New York and Rochester, 10%. 


% Change from ‘51 
Week Ended 


Federal Reserve Apr. Apr. May 


District and City 19 26 3 
UNITED STATES —! rm —2 
Boston District —_3 3 1 
New Haven 19 1 13 
Boston —3 5 1 
Lowell-Lawrence .... —10 4 -—5 
Springfield —1 7 2 
Providence 3 —7 3 
New York District 5 -3t —-9 
Newark —2 7 -—8 
Buffalo 1—-l —7 
New York —7 r—7 —10 
Roc anno —1 r8 —10 
Syrac 2 133 —4 
Philadelphia District —5 o —6 
Philadelphia —7 —4 -—8 
Cleveland District —_5 o —6 
Akron —2 4 4 
Cincinnati —12 -—6 —12 
Cleveland —§6 —2 -6 
Columbus —9 16 6 
— —8 3 —1 
Eri 0 8 5 
Pittsburg h —1 -—-3 —9 
Richmend District 1 | i | 
Washington 6 2 2 
Baltimore —2 18 06 4 
Atlanta District 2 r6 5 
Birmingham -9 6 —2 
Jacksonville 11 7 -—5 
Miami 3 4 6 
Atlanta —4r-ll 16 
Augusta 28 32 8 
New Orleans —5 12 7 
Nashville 14 8 —3 
Chicage District o 9s —5 
Chicago 0 7 —7 
Indianapolis —3 4 0 
troit 5 21 2 
Milwaukee —6 12 —14 
St. Louis District 0 2 o 
Little Rock 11 o —l 
Louisville 3 6 0 
St. Louis Area 1 2-2 
Memphis —13 —9 5 
Minneapolis District 0 5 1 
Minneapolis 4 3 2 
St. Paul —17 12 -—2 
Duluth-Superior r3 r—2 3 
Kansas City District 1 —t 4 
Denver —8 —7 1 
Wichita 8 -—6 -—6 
Kansas City 5 4 7 
St. Josep —1 —22 —16 
a City 1 —ll 10 
Tu . 17 4 9 
Dallas’ ‘District “4 i 5 
Dallas 1 7 8 
El Paso -1 7 6 
Fort Worth 2-4 3 
Houston . 26 2 1 
San Antonio 63 —23 7 


San Francisco District 0 r? 4 
Los Angeles Area . 3 15 6 
Downtown 

Les Angeles 2 10 + 
Westside 

Los Angeles 6 12 6 
Oakland , —5 3-6 
San Diego 2 3 5 
San Francisco —2 7 —4 
Portlan —— —2 -4 
Salt Lake City —8 -—2 -—8 
Seattle —4 -—-2 -3 
Spokane 7 0 13 

rRevised 


Cordial Bows in New England 

Schefflin & Co., Boston importer 
of liquor and wines, has introduced 
Yellow Chartreuse cordial to New 
England via newspzpers. Copy ad- 
vises mixing the cordial with equal 
parts of Scotch whisky as an after 
dinner liqueur. 


Colgate Tests New Package 


Colgate-Palmolive-Peet Co., Jer-| 


sey City, reportedly is testing a 
new package for its Super Suds to 
replace the familiar blue-and- 
white container. 


_ Promotes Andrew McBurney 


Andrew M. McBurney, sales 
manager of Oxford Paper Co., 
New York, has been promoted to 
general manager of sales, follow- 
ing the resignation of Harold H. 
Holden, v.p. in charge of sales, 
who has become president of 
Eastern Corp., Bangor, Me. In ad- 
dition, Oliver S. Barrie, manager 
of sales of Oxford Miami Paper 
Co., a wholly-owned subsidiary, 
has been named western sales 
manager of Oxford. Mr. McBurney 
has been with Oxford since 1935, 
and recently terminated his serv- 
ice as chief of the pulp, paper and 
paperboard branch, forest products 
division of the Office of Price Sta- 
bilization, a position he has filled 
while on leave of absence from 
Oxford. 


Abbott Heads Merchandise 

W. Nelson Abbott has been pro- 
moted to merchandising manager 
of the refrigeration specialties de- 
partment of the appliance division 
of Westinghouse Electric Corp., 
Springfield, Mass. Mr. Abbott was 
sales promotion manager for West- 
inghouse Electric Supply Co. in St. 
Paul. 


| Admiral Gets 2 Accounts 


Admiral Advertising, New York, 
has been named to handle con- 
sumer and trade advertising on 
fresh frozen ravioli produced by 
Bruno Ravioli Co. The agency also 
has been appointed by the Na- 
tional Shrine of Regina Pacis 
(Queen of Peace), Brooklyn, to 
handle advertising in national Ro- 
man Catholic publications. Bruno 
previously was a direct adver- 
tiser; the Shrine is a new adver- 
tiser. 


Herbst Handles Tulips 


Margaret Herbst, formerly pub- 
lic relations chief for the Associ- 
ated Bulb Growers of Holland, has 
been named to handle the market- 
ing and promotion of Irish tulips 
in America. Miss Herbst is at 101 
Park Ave., New York. 


Matthews to R&R 


David Matthews has been named | 
executive TV film producer for the | 
Hollywood office of Ruthrauff & | 
Ryan. He formerly was a _ pro- 
ducer at Universal- International | 
and a writer for Columbia Pic- | 
tures. 


Y&R Appoints Lyddan A. E. 
William C. Lyddan, formerly an 
account executive for Foote, Cone 
& Belding, San Francisco, has been 
appointed an account executive of 
Young & Rubicam, New York. 


20 ways meat packers 
reduce costs from farm to table 


Only about 50% 
meat. 
the squeal” 


of a meat animal is 
But by saving “everything but 
from the other half, meat 6. Stearin for making chewing 


rollers. 


photographic film, printers’ 


16. Cutting oils and other special 


industrial lubricants. 


17. Bone e 


harcoal for high-grade 


packing companies are able to “can- 
cel-out™ many of the costs of process- 


ing your meat. 


Parts of the animal which once were 
destroyed or thrown away vow are the 
source of hundreds of valuable by- 
products. Some of them have many 
uses. At least one of them is used to 
make (or help make) every item on this 


page. How many do you recognize? 


1. Bone for bone china. 
2. Horn and bene handles for 
carving sets. 


3. Hides and skins for leather 
goods. 


4. Rennet for cheese making. 
5. Gelatin for marshmallows, 


AMERICAN MEAT INSTITUTE .- 


gum and candies. 


Glycerin for explosives used 
in mining and blasting. 


Lanolin for cosmetics. 


Chemicals for tires that run 
cooler. 


Binders for asphalt paving. 
Medicines such as various hor- 
mones and glandular extracts, 
insulin, pepsin, epinephrine, 
ACTH, cortisone ... and sur- 
gical sutures. 

Drumheads and violin strings. 
Animal fats for soap. 

Wool for clothing. 
Camel’s-hair (actually from 
cattle ears) for artists’ brushes. 


Headquarters, Chicago 


steel, such as ball bearings. 

18. Special glues for marine ply- 
woods, paper, matches, window 
shades. 

19. Curled hair for upholstery. 
Leather for covering fine fur- 
niture. 

20. High-protein livestock feeds. 

Money from sale of by-products fre- 

quently makes it possible for the packer 

to sell the beef from a steer for less than 
was paid for the animal on the hoof. 

Every hour one or more by-products 
of the meat packing industry is used to 
make your life more enjoyable . . . to 
help produce something you need... 
to make America a better place to 
live in. 


© Members throughout the U. 8, 
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When... Holiday goes . . . into a home... 


are frequently ... 


the things... 


Even oe coldest prospects ey, become hot when they're in the Holiday mood. But 
hot prospects — like Holiday's more than 800,000 receptive, top-income families— 


/ 


if Mas . 
become even hotter eS when Holiday puts them in the pleasure mood, the Holiday buy- 
ing mood. No wonder advertisers are getting big results Tip, trom Holiday magazine! 

— Sf 


HOLIDAY — means pleasure and pleasure means business! 
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THE NATIONAL NEWSPAPER OF MARKETING 


Salesense in Advertising... 


Feature Section 


Today the Consumer's Most Wanted Item 
of Information Is Price 


By James D. Woo.Lr 


Nowadays we hear a great deal of talk 
to the effect that “the American people 
never had it so good.” We are told that 
the worker’s take-home pay is umpty-um 
per cent higher than it was umpteen years 
ago, that he has two 
chickens in his auto- 
matically defrosting re- 
frigerator, and likely as 
not two streamlined 
cars in his garage. He 
sets a better table than 
he used to, he lives in a 
better house, his kids 
go to college, et cetera, 
et cetera. 

That’s the way it’s 
been, all right. But I have an intuitive 
feeling that that isn’t the way it’s going 
to be. I am, thank heavens, no economist 
and I am only mildly fond of statistics, 
but I have an uneasy premonition that 
the come-easy, free-spending, halcyon 
days are going into low gear. I have no 
graphs to prove it, but ordinary half-an- 
eye observation of the people around me 
tells me that the average American is 
stretching his take-home pay to just about 
the limit of its elasticity. 


Jomes D. Woolf 


@ One reason, of course, is the fearful 
tax burden. The other is ever-mounting 
inflation. With reference to this latter 
monstrous thing, listen to John Harriman, 
financial columnist of the Boston Globe, 
in The Atlantic: 

“Until now we have been in the early 
stage of inflation, and on the whole we 
have found it pleasant. But the secondary 
stage is quite a different matter. Then it 
is that the added dollars in the pay en- 
velope evaporate before they are spent.” 

It is my belief that the average con- 
sumer today is more worried about his 
dollars—and how far he can stretch them 
—than about any of the many other anxi- 
eties that beset him. He is beginning to 
take a far sharper look at what he is get- 
ting for his money than he did in the 
Saturnian Age that appears to be going 
into an eclipse. There are plentiful signs 
that he is becoming, more and more, 
acutely cost-conscious. Today his first 
question, when he debates with himself 
over the purchase of an article, is, “How 
many dollars wiil it cost me and does it 
represent the maximum benefits I can get 
for my money?” 


® There are some business men who do 
not quite believe this. They find it hard 
to embrace the philosophy that price— 
in terms of thrift, frugality, economy, pru- 
dence, and good housewifery—should key- 
note today’s marketing policy. Note what 
happened the other day in my neighboring 
city of Albuquerque. Maytag distributors 
sold four carloads of home freezers there 
in a single week—about 25% more than 
they would normally sell in an entire year. 
And Albuquerque is a small city of less 


than 100,000 population! 

What was the reason for this marketing 
miracle? Simply this: the Maytag dis- 
tributors guaranteed to provide buyers 
of the freezers with frozen foods at 
“wholesale” prices averaging 20% to 30% 
below the prevailing supermarket prices. 

The hour has come, I believe, for ad- 
vertisers to talk turkey to the hard-pressed 
consumer. Many of course do, and always 
have, but there are plenty who do not. 
This is not time for vacuity and juvenility 
and “cleverness” in advertising presenta- 
tions. I predict that the consumer is now 
in the mood, or soon will be, to listen to 
adult sales talk—factual, sober, sensible, 
credible—about the merchandise he is be- 
ing asked to stretch his dollars for. 


@ The failure of advertisers to quote 
prices, exact or approximate, has long 
been a source of amazement to me. I 
happen to have on my desk a copy of the 
April 19 issue of The Saturday Evening 
Post, which, according to my rough count, 
contains 255 advertisements. Only 47 of 
them contain any sort of price informa- 
tion! Failure to quote prices, in my book, 
means failure to provide the reader (or 
listener) with his “Most Wanted Item of 
Information,” if I may be permitted to 
paraphrase Parker’s famous slogan. 
Advertisers have their own reasons, I 
know, for not quoting prices or giving 
approximate price information, but I find 
no evidence of a consistent policy among 
competitors within an industry. For ex- 
ample, the G. W. Davis Corp. informs Post 
readers that its 18” Cut 1.1 H. P. Flex-A- 
Matic power mower costs $94.95, plus tax, 
F.O.B. Richmond, Ind., and that its 22- 
inch cutter costs $113.95. Clemson Bros. 
Inc. illustrates three of its mowers and 
clearly states the price of each. The Mow- 
amatic Corp. also tells its readers what 
they will have to pay for a Mow-A-Matic. 
But, conversely, I find several other ad- 
vertisers of mowers in the Post—among 
them Eclipse, Homko, Johnson, Moto- 
Mower, Goodall, Majestic, and Jacobsen— 
carefully shunning the painful subject. 


8 The advertiser of another product that 
is sold through the same retail outlets, the 
Maxaw 700 power saw, courageously dis- 
plays the price, $69.50. But, contrarily, 
Corbin portrays its Mighty Midget door 
closer as “Your BEST Buy,” but fails to 
bolster its claim by quoting even an ap- 
proximate price. A Stanley Tools ad, as 
against this, pictures four items and states 
the exact price of each (“Western Prices 
Slightly Higher’). 

In another field of merchandise, Victor 
Adding Machine illustrates two of its 
models, but fails to give even general in- 
formation about prices. But Smith-Corona 
apparently doesn’t go along with this pol- 
icy; its advertisement boldly displays the 
price of the model shown, $107.50 (Price 
for all states permitting fair trade laws. 
Subject to change. Tax extra on adding 


No Atomic Secrets for C. M. 


Pat on the Back for DuMont 


Brand Name Value Demonstrated 


Bleed Pages Offer a Bargain 


answers on Page 74. 


transport planes ; (b) buses 


; (d) 126 


(a) a third of a trillion. 
(d) 100 million 


500 million _; (b) 1 billion 
lion ; (e) none of these. 


The Market Research Question Box 


E. L. Deckinger, director of research, The Biow Co., New York, 
has dug up some questions and answers for admen. His first 
set of ten appeared May 5; the second set is presented here, and 
others will follow. Try your hand at these—then check the 


11. The proportion of homes in the United States as of the 1950 census, 


equipped with flush toilets was approximately (a) 37%; (b) 
57% ; (ce) T7% ; (d) 97% ; (e) none of these - 

12. The population of the world is estimated most nearly at (a) 1__; 
(b) 2% ; (c) § ; (d) 20 billion; (e) none of these___ 
13. The percentage of the world’s telephones in the United States is about 
(a) 20% ; (b) 40% ; (ec) 60% ; (d) 80% ; (3) none 

of these 


14. Of the four indicated travel systems, which had the highest fatality 
rate per 100,000,000 miles of passenger travel in 1948? (a) Scheduled 


; (d) passenger railroad trains. 
15. As of the 1950 census, the number of U. S. cities with population of 
100,000 or more, city corporate, is (a) 66 
; ; (e) none of these > 
16. The approximate proportion of U. S. population which lives on farms 


is: (a) 16% ; (b) 25% (c) 32% ; (d) 40% ay AD 
none of these _ 

17. What percent of United States beer consumed is draft beer? (a) 27% 

_; (b) 42% ; (c) 57% ; (d) 71% ; (e) none of 

these____. 

18. Total retail sales for 1951 totaled approximately (a). 100_ + (b) 
i376.....; (¢) 190 ; (d) 175 billions of dellars; (e) none of 
these 


19. Number of cigarets consumed in 1951 by Americans, is most nearly 

; (b) 1% billion 

; (e) none of these 

20. The number of magazines sold per year, including farm magazines and 
comics books (but not including newspaper supplements) is about (a) 


Answers to Questions on Page 74 


; (c) passenger autos and planes 


; (b) 86 ; (c) 106 


_} (c) 365 million; 


; (c) 2% billion ; (d) 3% bil- 


machines). 

There appears to be no consistent policy 
on giving prices among advertisers of floor 
and wall coverings. Beautiblend Broad- 
looms by Masland obligingly gives the 
reader his “Most Wanted Item of Infor- 
mation”: “It’s Wool...approximately 
$11.95 sq. yd. It’s Cotton .. approximately 
$7.95 sq. yd.” And a Bigelow Rug & Car- 
pet color page illustrates five patterns 
with prices stated: “Aria about $9.95,” 
“Marimba about $8.95,” etc. As against 
this, the Armstrong’s linoleum color ad- 
vertisement illustrates eight patterns, but 
fails to say anything about prices except 
that they are “reasonable.” Neither the 


Kentile nor the Congowall ad includes 
a word about the cost. 

I realize that the question of quoting 
prices in national advertising often poses 
difficult and delicate problems of policy. 
But it seems to me that 47 ads with price 
information out of 255 in a single issue of 
the Post is a pretty low batting average. 

The man whose money we're after to- 
day is sitting in the driver’s seat in a 
buyer’s market. It is my hunch that he is 
going to do most of the voting in the mar- 
ket place in the immediate years ahead. 
Advertising that reflects a spirit of help- 
fulness is going to be popular with him 
and, as always, effective. 


Mail Order and Direct Mail Clinic... 


How About Cross-Checking Lists? 


By Wuirt NorTHMORE SCHULTZ 


What can be done about duplications be- 
tween prospect and customer mailing 
lists? 

Does it ever pay to check for duplica- 
tion between them, and if so, what is the 
quickest and most practical way to do it? 

Labor conditions being what they are, 
it’s often far too costly to check prospect 
lists with customer lists. Therefore, how 


can you justify a second mailing to a cus- 
tomer on the same offer? 

Some firms feel the prestige of their or- 
ganization is at stake, so they check lists 
regardless of cost. But the expenditure of 
time and money is far too great for most 
of us. 

If, however, you plan to cross check 
your lists despite the expense, I recom- 
mend you do these jobs first: (1) arrange 
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the two lists in the same order. If your 
customer list is by city and state, and then 
by name, you should re-file your prospect 
list in the same order; (2) check your 
smaller list against the larger one. 

You can figure it will cost about $10 
per thousand to cross-check lists and 
eliminate duplications if both are filed 
in the same order 

Now, if you don’t have the facilities or 
can’t take the time to check your lists, 
it’s far less costly, expedient and courteous 
to explain to the prospect or the customer 
why his name may be on several lists, 
thereby causing him, sometimes, to re- 
ceive frequent and similiar promotions on 
the same offer 

Fortune and Newsweek magazines, 
among others, for example, include a 
small slip, attractively printed, in their 


You Ought fo Know . 


Newspapers face a peculiar problem, in 
the opinion of Stuart M. Chambers, newly 
elected board chairman of the Bureau of 
Advertising of the American Newspaper 
Publishers Assn 

In 1951, he points 
out, newspapers re- 
ceived $2,226,000,000 of 
the $6,500,000,000 spent 
for advertising in all 
media, “more than 
double the share of the 
next medium.” 

The problem, he 
feels, the fact 
that “it is not always 


Stuart M. Chombers easy to make progress 
when vou are the leader.” 

But Stuart Chambers, who has been 

sonnected with ANPA’s Bureau of Ad- 

p Pvertising for ten years, is convinced that 


lies in 


he bureau is the key to long-term results 
During his association with the bureau 
first member of the bureau ad- 
jisory committee of the Newspaper Ad- 


yertising Executives Assn. in 1942, later 
Ss a member of the sales committee and, 
4 


as a 


ince 1947, as vice-chairman of the board 

Mr. Chambers has worked to convince 
ublishers that the bureau’s approach is 
ractical and efficient 

“The bureau,” he says, “through educa- 
tion and research, is constantly showing 
advertisers how to get the maximum ef- 
ficiency from this huge [$2.2 billion] ex- 
penditure.” 

Even though he is now treasurer of the 


G. D. Crain Jr. Says... 


Recent!y I had an opportunity to sit 
in while negotiations were under way 
between a regional distributor and a pro- 
spective purchaser of his business. The 
main subject of discussion was the value 
of the inventory. Examination of the 
stock showed a great many well-known 
brands, such as Gillette safety razors, Col- 
gate toothpaste, Kleenex facial tissues, etc 

It was interesting to note that there was 
practically no discussion regarding these 
items. They were accepted by the pro- 
spective buyer as being worth face value, 
that is, their actual invoice cost. Many 
other items which this distributor carried 
were in good condition and appeared to 
be salable. However, the brands were un- 
known, and the discussion of the present 
owner and the buyer regarding their value 
was prolonged. It was finally agreed that 
in the event of the purchaser taking over 


mailings, which explains why it’s not al- 
ways possible to check lists under present 
business conditions. 

Newsweek adds a brief sales message 
on its slip, ending, “So, if Newsweek is a 
regular item in your mailbox. ..won’t you 
just disregard this invitation or better 
still, pass it along to someone else who 
might appreciate it?” 

Such inexpensive enclosures, in my 
opinion, build good will while explaining 
the possible duplication. 

Certainly there are three important ad- 
vantages to be gained if you can check 
your lists: 

1. You save costly duplicate literature. 

2. You increase the percentage of pull 
on your mailings. 

3. You eliminate the loss of prestige 
or annoyance to your customer. 


. » Stuart M. Chambers 


Pulitzer Publishing Co., which operates 
AM Station KSD and TV Station KSD-TV 
as well as the St. Louis Post-Dispatch, Mr. 
Chambers still is a newspaper man at 
heart. 

His first job, after graduating from the 
University of Chicago, was with the ad- 
vertising department of the Kansas City 
Star. 

In 1916, he became automobile editor 
of the St. Louis Post-Dispatch and de- 
cided that his future lay with that paper. 
In succession, he directed local advertis- 
ing, national advertising and by 1944 had 
become advertising director. 


® In that year, he was appointed treasurer 
of the company and, of course, will con- 
tinue in that capacity during his term as 
board chairman of the bureau. 

Stuart Chambers has always been opti- 
mistic over the future of the newspaper 
medium. Even his association with tele- 
vision has not dulled his conviction that 
the best years for newspapers lie in the 
future, not the past. 

As a result, he was pleased with the 
spirit he found at the recent convention 
of the American Newspaper Publishers 
Assn. At the conference, he says, “there 
was a definite note of optimism among 
publishers and advertising men, and they 
were confident that newspapers, in 1952, 
would continue to strengthen their over- 
all position, notwithstanding the problems 
of limitation of production, materials 
shortages and other handicaps.” 


Advertised Brands Are Wanted Merchandise 


the stock, he would have the right to hold 
for the account of the seller any part of 
the stock he regarded as less than desir- 
able until it was sold, and not to be re- 
sponsible either as to the price or the actu- 
al sale of these goods. 


® This was quite an eye-opener from the 
standpoint of demonstrating clearly the 
value of the brand names of the wanted 
products carried in this distributor’s stock. 
Gillette, Colgate and Kleenex, to mention 
only three of a number of well-known, 
established brand names represented in 
this wholesale establishment, are just as 
good as money in the bank when it be- 
comes necessary to sell. Both the present 
proprietor and the prospective purchaser 
knew that if and when the latter took 
over, he would have no difficulty in mov- 
ing these established brands into dealers’ 


Advertising Age, May 19, 1952 


The Creative Man's Corner... 


A Lot of Warm Air 


New filter material takes out 
7 times more nicotine and tars from 
cigarette smoke...leaves in rich 
mild tobacco flavor 
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Researchers in atomic energy 
planta provide the answer 
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SECRET 


released by 
atomic energy plants 
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Leas tobaceo irritants — 
more mild tobacco flavor 
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Stop to think...and you'll start to smoke KE 
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leased by atomic energy plants? 


Russians to get? 


You don’t have it with you, do you? 


you'd suffocate in no time at all. 


just a lot of warm air. 


My one and only, would you by any chance be interested in a secret re- 
You mean they’re publishing the stuff now, to make it easier for the 


No, my dear. I have purchased a pack of what this particular secret is all 
about, and I don’t think the Russians would be interested. 


By an odd chance, I happen to have it right here in my shirt pocket. 

Well, for heaven’s sake, put on a pair of rubber gloves and get rid of it. 
You'll get so radio-active, you’ll glow in the dark. 

I will get no radio-activity from what I have in my shirt pocket, my beloved. 
In fact, I can barely get any smoke out of it. If I may enlighten you, I am 
talking about the new Kent cigaret, the cigaret with the “Micronite” filter. 
Stop to think dot dot dot and you'll start to smoke Kent. That’s what it says. 

If you would just stop to think, you wouldn't smoke at all. 

Well, come to think of it, this is next best to not smoking at all. You should 
try sucking one of these Micronite filters. If you had to breathe through it, 


This Kent, of course, is a great improvement over ordinary cigarets. 

As a matter of fact, Kent rather skillfully avoids comparison with ordinary 
cigarets, perhaps because its manufacturer already makes ordinary cigarets. 
Kent, in a subtle way, is compared with other filtered cigarets. The copy 
Says that “no other cigaret has, or can have, the Micronite Filter” and, as far 
as I am concerned, this is welcome news. I shall remain faithful to these 
other cigarets—because at least I can get smoke out of them. 

In short, I gather you are not impressed. 

I am impressed neither with the cigaret nor with the advertisement. I 
want no secret released by atomic energy plants. All I want is a good, round, 
flavorful, satisfying smoke. I suspect the copywriter who fathered this ad- 
vertisement was expressing his unconscious mind when he wrote, “At first... 
nothing could get through... but warm air.” Whether you smoke Kent or 
just read about it, you still wind up—in, of course, my humble opinion—with 


stocks at standard prices and in turn they 
recognized that this happy situation was 
based on the known ability of retailers to 
move the goods to the consumer without 
effort. 

Here is the significance of the consumer 
franchise which authorities like A. C. 
Nielsen and E. B. Weiss are constantly 
talking about. It means in essence that 
the brand name is such a complete as- 
surance of a quality product of known 
characteristics, sure to give satisfaction in 


service, that nothing else need be said 
about it. Discussion of technical qualities 
and specifications is unnecessary, because 
everybody concerned, from the distributor 
to the dealer to the consumer, is so famil- 
iar with the name and with the product 
it represents that standards of quality 
are established and assured in the minds 
of all by the simple mention of the brand 
name itself. 

Another recent example of what brand- 
ed merchandise means in the market place 
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a In the first quarter of 1952, GOOD HOUSEKEEPING MAGAZINE achieved 
4 the highest net-paid circulation in its history—an average monthly sale of 


3,285,949 copies. 


— 
“9 
© 


1,117,760 of these copies were sold per issue at newsstands. 


This is by far the largest circulation ever achieved by a 35¢ magazine! 


Women . All of that tremendous circulation was obtained, of course, by the usual 
4 constructive GOOD HOUSEKEEPING methods. 


ART aint prec® 


ae 


This unprecedented sale of the most expensive magazine in the 
women’s service field was achieved because of this fact alone: we gave our 


readers not only the best editorial coverage, but we gave them the most. 
Here is the record: 


Editorial Service Lineage (for the first quarter of 1952) 
\ \ ) : Good Housekeeping . . . . . . . « . 301.0 pages 
e Woman’s Home Companion. . . . . . . 145.8 pages 
eee ee ee ee eee eS Cl 
Ladies’ Home Journal. . . . . . . « « 64.2 pages 


(Further proof that the ladies, bless ’em, know values and like to get their 
money’s worth, whether they're buying a magazine or anything else!) 


Wise advertisers to women naturally follow the lead of the women— 
who buy GOOD HOUSEKEEPING because we give them more, consistently. 
Here is the record for magazines in our field: 


i 
« 
ee ee tn er i 


Advertising Pages (for the first quarter of 1952) 


Good Housekeeping . . . . . . . . « 319.9 pages 
bs Ladies’ Home Journal. . . . . . «. «. « 262.0 pages 
i. 8 ae ae ee ee ae 


Woman’s Home Companion. . . . . . « 180.9 pages 
: ' Retailers, too—who are our advertisers’ ‘‘salesmen’’—know that women 
ou ; feel confidence in products advertised in GOOD HOUSEKEEPING. 


Therefore the retailers of America, during the first quarter of 1952, 
bought 9,034,187 lines of newspaper space, that featured products with the 
GOOD HOUSEKEEPING Guaranty Seal or stated that the products were 
advertised in GOOD HOUSEKEEPING. 


This is 5,000,000 lines more space than retailers devoted to products 
described ‘“‘as advertised” in any other single magazine; more than five 
times as much space as they gave to products described ‘as advertised” in 
all other women’s service books combined! 

The obvious conclusion is this: if you, as an advertiser, realize the 

importance and effectiveness of a strong editorial background—if you 

realize the importance and effectiveness of strong dealer-support—your 
: product should be advertised continuously in the magazine that is first with 
advertisers, first with dealers—because it is first with women! 


GOOD HOUSEKEEPING 


4 The Homemakers’ Bureau of Standards + 8th Avenue at 57th Street, New York 
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was given by the head of a large petro- 
leum company, who devoted an hour to 
an exposition of the strong industrial and 
financial position of his company at a 
luncheon meeting of investment analysts, 
those shrewd appraisers of security values 
whose favorable conclusions are quick- 
ly translated into demand in ihe daily 
transactions in the markets 


s This company president commented on 
the fact that as the result of its establish- 
ment of a strong position for its advertised 
brand of gasoline by the creation of a 
large and efficient marketing organiza- 
tion, in which sales are made directly to 
gasoline retailers, the company is no long- 


Employe Communications... 


er subject to the threat of distress sales 
in the event of a decline in market prices. 
Only 20% of its output of automotive 
supplies is sold to jobbers, he pointed out, 
and hence even in the case of rapidly 
falling prices, it will be able to maintain 
a reasonable margin of profit. 

Here again was eloquent testimony to 
the value of an established brand, whose 
acceptance by consumers and the trade 
helps to prevent the catastrophic fate of 
the unknown product which is subject 
constantly to the buffeting of “the market” 
as it applies to products which have no 
identity save as commodities carrying the 
price tag which current supply and de- 
mand conditions establish. 


Employes Listen to the Boss 


By Rosert Newcoms and MArG SAMMONS 


From time to time an unwary customer 
at the perfume counter of the Chas. A. 
Stevens store in Chicago will complete 
her purchase with the remark that the 
taxes are simply terrible. If the customer 
is being served by a 
trim little creature 
whose name is Anne 
Poersch, the customer 
gets a capsuled lesson 
in contemporary eco- 
nomics that sends her, 
dazed but enlightened, 
into State Street, there 
to join the new crusade 
against high taxes 

“If you don’t like to 
pay high taxes,” the persuasive Mrs. 
Poersch advises her patrons, ‘don’t tell me 
about it. Tell your representatives about 
it. Vote for the people who will do some- 
thing about it. If you find prices high on 
the things you buy, get to the root of it 
and change things.” 


Anne Poersch 


® This sermonette is delivered in a kind 
but firm tone. It is neither patronizing 
nor disrespectful. It isn’t a canned speech. 
It is the direct consequence of a young 
saleswoman’'s decision that there is too 
much yap about taxation across the coun- 
try's retail counters, and too little action 
She holds her own in conversations on the 
delicate subject of how the government 
should be run 

Mrs. Poersch is one of the many em- 
ployes of the Stevens store who listen, for 
15 minutes one morning a week over the 


public address system, to the resolute 


Tips for the Production Man... 


opinions of the store’s chief, Elmer Ste- 
vens. 

Mr. Stevens is no drab commentator. 
As an executive, he declines to enshroud 
himself in the cloak of non-partisanship. 
He states his political beliefs and his 
party affiliations in loud, clear tones, for 
all to hear, and he tells why he believes 
as he does. For 15 minutes he drills away 
at institutions he thinks are corrupt and 
disgraceful, and suggests what ought to 
be done to make things better. He does 
not demand that his employes agree with 
him, but he feels that he has a right to 
make his opinions known. He is fearful 
of the impact of inflation and high taxes 
upon the retail field, and he figures he has 
quite a few employes to think about. He 
sees no reason in the world why, if he 
feels his employes’ future is being jeop- 
ardized, he shouldn't stand right up and 
say so. 

The Stevens employes hold no resent- 
ment toward their boss for his expres- 
sions of viewpoint. They are grateful to 
know what his viewpoints are. They feel 
he knows the retail store field betfer 
than any of them, and is better able to 
measure the trends of the times accurately. 
He measures, and he tells them what he 
finds. They don’t have to buy his view- 
point if they don’t want to. They don’t 
even have to listen if they don’t want to 
But they do. 

While many leaders of industry stand 
mute and fearful, Storekeeper Stevens 
gets to the mike to share the opinion he 
has every right to express. His employes, 
who like to listen to the boss and evi- 
dently believe what he says, are carrying 
his useful philosophies out to the people. 


Bleed Ad Pages Offer a Big Bargain 


By KENNETH B. BUTLER 

This discussion affects the production 
man only indirectly, for when a bleed ad 
is purchased it is his job to determine 
plate dimensions and bleed mechanical 
requirements and to carry out same 

More directly the news that bleeds are 
not expensive but actually a bargain af- 
fects advertising managers, space buyers, 
account executives, and everyone at a 
policy level. 


@ As my readers are probably well aware, 
the additional charge for bleed advertise- 
ments is 10% or 15% in most consumer 
publications. The rate depends on the 
publication and whether the unit used is 
half page or full page. Bleeds are not ac- 


cepted, generally, for space units less than 
a half page. 

Everyone agrees that bleeds are ef- 
fective. To date the discussion has been 
academic: Is the greater effectiveness 
worth the additional cost? The fact that 
bleed ads are not more numerous than 
they are rather indicates that 90% or so 
of the space buyers do not regard the 
advantages worth the extra cost. 

In classroom discussions of the editorial 
use of bleeds at Northwestern University 
I usually make the generalization that the 
additional usable space gained by bleeds 
may actually make the extra cost a bar- 
gain. 

Not until now have I gotten around to 
applying this reasoning to the purchase 


of paid advertising space. So I took a 
non-bleed half-page ad from a recent is- 
sue of McCall’s (the result would work 
out essentially the same for any publica- 
tion) and compared its square inch or 
agate line area with that of another half- 
page ad which bled off on three sides. 

I was amazed to find that purely on a 
space purchase basis the three-sided bleed 
increased the area of the ad a full 30%. 

Since McCall’s rate card calis for a 
10% penalty for bleed, it can easily be 


The Eye and Ear Department... 


Advertising Age, May 19, 1952 


seen that any purchase of advertising 
space which gives 30% more area and 
which costs only 10% more money is a 
bargain to the extent of 20%. 


@ In a publication whose bleed penalty 
is 15% the saving would still be a 
healthy 15%. 

So I will leave you mulling over this 
bit of arithmetic and await and see what 
the mail brings by way of arguments to 
poke holes in this premise. 


Pat on the Back for DuMont 


It is quite possible that the readership 
and the “listenership” studies have con- 
tributed more to bringing about a dead 
level of mediocrity in written and spoken 
advertising than any other single factor 
during the past decade. Certainly com- 
plaints of “superficiality” in copy and 
commercials—and of a lack of genuine 
creative talent—have become rather com- 
mon in trade journals and in speeches 
here of late. As a few courageous souls 
have pointed out, when everybody writes 
to a pattern, nobody stands out. And the 
readership and the “listenership” studies 
have encouraged writing to a pattern. 

It is a pattern intended chiefly to at- 
tract quantity rather than quality of audi- 
ence. This rules out selectivity, and when 
selectivity is ruled out, originality is ruled 
out with it. It is entirely possible, as one 
outspoken critic of public opinion polls 
has cogently stated, that if the decision to 
embark on Christianity or the United 
States of America had been based on a 
Gallup Poll taken at the time, both the 
Apostles and the Founding Fathers would 
have given up in despair. 

The DuMont Network, to get to the 
point of this little homily, is therefore to 
be congratulated, commended and gen- 
erally patted on the back for its decision 
to put on Fulton J. Sheen, despite all that 
Hooper, Nielsen, et al may have shown 
about programs of a religious nature. Its 
hand is to be shaken heartily, too, for 
having put on the good Bishop opposite 
Berle and Sinatra. (The Eye and Ear De- 
partment admits, of course, that this all 
may have been a happy little accident; 
DuMont may have put Bishop Sheen in 
this spot because it considered the spot 
wasted anyway.) 

Nevertheless, there Sheen is—DuMont, 
Tuesday nights, 8 to 8:30. And his audi- 
ence is growing. And if, eventually, it 
outranks the audience for “I Love Lucy,” 
there may be some hope for civilization. 

Bishop Sheen’s program is deeply re- 
ligious without being sectarian. It is deep- 
ly philosophical without being boring. 


From a purely commercial standpoint, it 
might be classified as a “how to” program: 
how to make more out of your life, how 
to live at peace with yourself and your 
fellow man, how to escape the material- 
istic despair of modern society. Its actual 
title is “Life Is Worth Living’”—reminis- 
cent of “Life Can Be Beautiful,” but with 
considerably more sincerity and personal 
interest. 

It is doubtful that “Life Is Worth Liv- 
ing” can ever be sponsored. If it is, it 
should be sponsored by a Protestant or- 
ganization. But even without sponsor- 
ship, it should attract a great deal of 
attention to DuMont and cause NBC, CBS 
and ABC to seem a little less than daring 
and original. 

It should also induce those who feel 
that the public is chiefly interested in 
light entertainment and meaningless di- 
version to re-examine their estimate of 
the television mentality. It might even 
prompt those who feel that a big audi- 
ence is preferable to an interested audi- 
ence to change their minds and, quite 
possib'y at the same time, reduce their 
ever mounting costs of TV presentation. 

The Bishop has admitted being corny 
He is—at moments. It is quite possible he 
has read Hooper and Nielsen, too. He 
should not take them too seriously. 


11. te). 
was 35%. 


Answers to Questions on Page 71 


As of census-time, 23°> of our domiciles were not equipped. Ten years before, it 


12. (b). 2,367,737,000, as of “mid-year 1949", according to the statistical office of the United 
Nations. The United States thus harbors less than 7% of the world’s living inhabitants. 

13. ‘c). 58%, according to the American Telephone and Telegraph Co., as of January 1, 
1949. 38,205,000 of the world’s 65,800,000 phones were on these shores. According to the 
census, 70% of U. S. homes had telephones in 1950—as against only 41% in 1940 

14. ‘c). No resident of Elizabeth, N. J., will believe this, of course, but passenger autos 
averaged 2.2 fatalities per 100,000,000 miles of passenger travel; while transport planes 
registered 1.1, buses 0.2, and railroads liquidated less than 0.6 of their passengers, per 
100,000,000 miles 

15. ‘c). 106 cities over 100,000 total 43,955,000 population—29% of U. S.—according to U. S 
Census of 1950 

16. (a). According to the 1950 census, 24,335,000 of our then 105,697,000 souls dwelt on farms 

17. (a). For the first 10 months of 1951, 18,980,000 of our 71,200,000 barrels consumed were 
draft, according to the U. S. Brewers’ Foundation 

18. (c). Preliminary 1951 Survey of Current Business estimate is $150,589,000,000. 

19. (a). Incredible though it may sound. According to the Tobacco Merchants’ Association, 
consumption domestically totaled over 373 billion, production over 400 billion, cigarets. 
Consumption is thus over a billion cigarets a day in this country but impossible though 
it may further seem, Great Britain per capita cigaret consumption exceeds U. S. per 


According to the Magazine Advertising Bureau, during the second six months of 
1950, 567 such publications totaled a per issue circulation of 223,580,719, and an annual 
rate of 3,461,916,000. 
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You plant your sales message in a rich, responsive 
market in a climate of great growth, when you place enough 
of your advertising in The Progressive Farmer to sell 
1,194,000 prosperous Southern farm families. 


For example, see how the South’s annual cash farm income 
has grown—from $3,295,238,000 in 1941 to $9,396,322,000 
in 1951—a gain of more than $6 BILLION in ten years. 


In the same period the South’s farm-owned bank deposits 
jumped from $1,360,900,000 to $5,205,500,000. Government 
bonds, owned by Southern farmers, went from $158,837,000 
in January, 1942, to $1,443,367,000 in January, 1952. 


"The South's tremendous progress 


Plant Your Advertising 
Where Sales and Profits GROW! 


For a long time, the South has consistently out-gained the 
nation...in consumer buying...in farm electrification...in 
owner-operated farms...and in farm-owned tractors, trucks 
and passenger cars. 


Growth is the doctrine of Dixie today and the chief ex- 
ponent of that doctrine is The Progressive Farmer. Pacing 
the growth of the rural South, The Progressive Farmer is 
FIRST among all U.S. farm magazines in advertising linage. 


Give your advertising enough of the right Southern ex- 
posure in The Progressive Farmer and watch your volume 
and your profits really get up and grow! 


is a present-day phenomenon! " 


“The South’s tremendous agricultural 
and industrial progress of the past two 
decades is a present-day phenomenon. 
Nearly one-fourth of our total annual 
domestic sales are in the South. The 
Jeep is fast replacing the mule on 
Southern farms, and we expect the 


South to be one of the best markets for 
our new Aero Willys passenger sedan. 
At Willys-Overland we believe so 
strongly in the South’s future progress 
and prosperity that we are greatly 
strengthening, and adding to, our or- 
ganization there.” 


The Progressive Farmer 


DAN LEWIS, President Consolidated Products Company 
Division of National Dairy Products Corporation 


WARD M. CANADAY, President and Chairman 
Willys-Overland Motors, Inc. 


"The South is a Land of 
Milk and Money!” 


“Our Company performs a dual role 
in the development of the South’s live- 
stock industry. Dairy by-product feeds, 
distributed in rapidly increasing volume 
by our Southeast and Southwest sales 
divisions, bring Southern farmers 
the known advantages of milk nutri- 
tion for their calves, pigs and poultry. 


Our new Atlanta plant and other 
factories throughout the South assure 
Southern dairymen a stable market 
and a better return by processing milk 
by-products for return to the farm. 
Consolidated is building, advertising, 
selling, to make the South a land of 
‘milk and money’.” 


PUBLISHED IN FIVE SEPARATE EDITIONS TO SERVE THE FIVE FARMING REGIONS OF THE SOUTH 


BIRMINGHAM «+ RALEIGH + MEMPHIS «+ DALLAS 


NEW YORK + CHICAGO «+ EDW. S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


$15 BILLION MARKET-— 
AND STILL GROWING! 


Negro income up, employment up, pur- 
chasing »wer up — and they're still 
rising! the Negro market is big business 
x and getting bigger every day! 15 mil- 

lion American’ Negroes must eat, drink, 
; clothe themse!ves; spend $15 billion on 
- things you sei!. Sell the Negro market — 
the way they want to be sold — through 
their own Race publications, the news- 
papers and magazines they welcome into 
their homes and hearts. Negroes are loyal 
to their own publications they buy the 
things they see advertised there; they'll 
buy your product when they see it ad- 
vertised there, too. Don't let your share 
5 of this huge $15 billion slip away! Ad- 
i vertising effort pays off big in the Negro 
ress! For full details write Interstate 
Inited Newspapers, 545 Fifth Ave., N. Y., 
serving America’s leading advertisers for 
over a decade 


ONE EXAMPLE: tor « publication that 
selle the eream of this rich market, you can't 
beat the Mew Courier—read by 1,500,000 Negroes 
im 42 states cach week. Color comics. magazine 
section, and news section help make it Ameri- 
ca's most complete weekly newspaper Tell the 
eel] the Negro! Act now! 
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Squirt Will Use 
More Magazine 
Space This Year 


Beverty Hitts, May 14—The 
Squirt Co. will launch its 1952 na- 
tional advertising campaign with a 
full-page ad in the June 3 Look, 
to be followed by six half-pages 
running through Sept. 23. A sim- 
ilar schedule in Life will begin 
June 30. The campaign, which ran 
in the same magazines last year, 
calls for about one-third more 
space than in 1951 

The campaign theme will be 
the successful “Never an After- 
Thirst,” introduced last year. At 
the local level, bottlers represent- 
ing almost 95% of total Squirt vol- 
ume will tie in with a comprehen- 
sive promotion 

According to Bill Jay, v.p., ma- 


terial includes advertising theme 
bottle tops, bottle collars, tie-in 
mixer bottle tops, window post- 


ers, and theme decals. Four coop- 


| | THE CASE OF THE 
B STARTLED HOUSEWIFE 


or ... How Donnelley Door-to-Door 
Sampling Men Foiled the Soap-Savers 
Con How to get housewives to try a new brand 


right away? That was the problem confronting one 
big soap company. This unique sampling plan 


was Donnelley's answer: 


was startled 
sy it immediately. As a result, she 


to this new brand in record 


Ingenious ideas like this 


merchandising experts 


purchase displays... 


and millions like her 


Donnelley's door-to-door sampling men opened 
the box of soap as they gave it to the housewife. Sure, she 
but because it was opened, she felt she had to use 


switched 


ime 


plus a nationwide staff of 


have made Donnelley the leader in 


door-to-door sampling and couponing of soaps, drugs, 
packaged foods and other products. Donnelley specializes, 
ll too, in store detailing, store checks, installation of point-of- 


Why nor call Donnelley in on your next merchandising job? 


Contact your nearest Donnelley office today. 


& THE REUBEN H. DONNELLEY CORPORATION 


Merchandising Division, Dept. Cl 


407 E. 25th St. 50-22 23rd Street 
CHICAGO 16 


Victory 2-3232 RAvenswood 9-0500 


LONG ISLAND CITY 1, N.Y. 


401 N. Broad St. 
PHILADELPHIA 8 
WaAlnut 2-2434 


110 Arlington St. 
BOSTON 16 
Liberty 2-1737 


| 


POSTER—This is one of the display pieces 
which Squirt dealers will use in the cam- 
paign starting in June. 


erative media will be used. The 
principal bottler promotion will be 
concentrated in newspapers. News- 
paper ad mats following the for- 
mat of the magazine advertising 
are available to dealers. 


® Other advertising includes 24- 
sheet outdoor posters and painted 
wall signs; a series of radio spots 
in one-minute, 20-second and 10- 
second lengths, and a series of TV 
spots. 

Life and Look will provide mer- 
chandising tie-ins. These include 
special mailings to key buyers, 
display items and other promo- 
tional material. 

In announcing the campaign, 
Herb Bishop, Squirt Co. president, 
said that last year cooperating bot- 
tlers using local market sampling 
and local market promotion pro- 
duced sales increases up to 30% 
and more in scores of markets 
throughout the country. 

Harrington-Richards division of 
Fletcher D. Richards Inc., Los An- 
geles, handles the account. 


Lady Esther to Tie In 
Face Powder, Lipstick 

Lady Esther Ltd., New York, is 
expanding its export activities in 
all foreign countries where dollars 
are available and which permit 
unrestricted importations. Foreign 
business will be handled exclu- 
sively by Export Corp., Chicago. 

At a company sales meeting, Dr. 
Joseph Schultz, president, an- 
nounced that Lady Esther will 
have a special tie-in newspaper 
promotion for its Bridal Pink face 
powder and indelible lipstick. 
Breaking in mid-June, the com- 
bination offer will retail for 98¢, a 
57¢ saving over separate purchases. 
Newspaper advertising in 90 pri- 
mary and secondary markets is 
being placed through the Biow Co. 
Some of it is cooperative. Lipstick 
window and counter display pieces 
and a mat service also will be 
used. 


‘Digest’ Sets Up Plan 
for Merchandising Ads 
Beginning in December, Reader's 
Digest will set aside a merchandis- 
ing fund in which advertisers in 
the Spanish and Portuguese edi- 
tions (except for Argentina) may 
share. Shares in the fund will be 
redeemable only in merchandising 
materials which will “make the ad- 
vertising as effective as possible.” 
An advertiser using 12 b&w 
pages in the Portuguese edition, 
for example, will earn a merchan- 
dising credit of $240. Shares in the 
fund will not be subject to agency 
commission. 


P&G Sets Up New Division 


Procter & Gamble Co., Cincin- 
nati, has established a sales serv- 
ice division. E. C. Moffatt has been 
named manager. The new division 
will bring four departments under 
one manager. Problems involving 
personnel, sales research, servicing 
of customers’ orders and ware- 
house trucking will be handled by 
it. It also will assist the sales de- 
partment with management of the 
district offices. 
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Advertising Can Prevent Depression 
It Budgets Are Increased, Fuller Says 


New ORLEANS, May 13—In- 
creased advertising can prevent a 
depression in this country, Walter 
Fulier, Philadelphia, chairman of 
the board of Curtis Publishing Co., 
said here last week. 

In an interview before address- 
ing the members’ council of the 
New Orleans Chamber of Com- 
merce, Mr. Fuller said “there will 
be an increase in prosperity if we 
can get back to the old advertising 
figure.” 

He said the figure for the first 
30 years in this century was 342% 
of the national income going into 
advertising. The present figure, he 
said, is 242%. 

Pointing out that the average 
turnover of goods to total inven- 
tory is 7%, Mr. Fuller said that, if 
that figure drops, we are going to 
have a recession, but advertising 
can speed up turnover to 8%. 


|@ In his talk to the members’ coun- 

cil, Mr. Fuller said the U. S. “must 
attack with ideas and defend, if 
necessary, with arms.” He said the 
word “ideas” is “almost syn- 
onymous with advertising.” 

“To me, advertising covers such 
subjects as consumer relations, 
product promotion, public 
tions, employe relations, business 
progress and international rela- 
tions,”” Mr. Fuller said. “I submit 
that advertising today is concerned 
with the whole area involved in 
the cultivation of favorable atti- 
tudes, reactions, impressions, feel- 
ings and emotions in the hearts and 
minds of people both in this coun- 
try and elsewhere. 

‘This year our United States 
gross national product will be gi- 
gantic. And almost every dollar of 
it is affected directly or indirectly 
by some form of advertising. If 
you agree with this statement, then 
the more than $61 billion dollars 
which was spent directly for ad- 
vertising in 1951 is certainly the 
sparkplug of our whole economic 
existence.” 


® Stating that advertising is mis- 
understood and belittled, Mr. Ful- 
ler scored the research experts of 
a congressional committee which 
recently suggested taxing adver- 
tising. ‘They would starve the bird 
that lays the golden eggs which 
everyone, including these experts, 


rela-, 


enjoy,” Mr. Fuller said. ““Members 
of the House and Senate postal 
committee and even the Post- 
master General himself suggested 
last year that advertising was of 
less value than the editorial con- 
tent of magazines and newspapers.” 

From the viewpoint of national 
well-being, the Curtis executive 
said, advertising is certainly as 
important as the editorial content. 
Some political figures, even in the 
highest places, may criticize ad- 
vertising but they certainly run 
for advertising’s help when they 
need it. 

Mr. Fuller said people in adver- 
tising face two major problems. 
First, he said, is the fact that “we 
are not stimulating business in this 
country sufficiently by an ade- 
quate volume of advertising. Our 
advertising copy is not good 
enough nor is our advertising ap- 
proach as competent as it should 
be.” 

Second, there is a tremendous 
public relations sales job that must 
be done to convince everyone, in 
America and abroad, that adver- 
tising and selling are the way to 
success in nearly everything, he 
said. 


ANA Appoints Royal, Lee 


The Assn. of National Adver- 
tisers, New York, has added John 
M. Royal, formerly with Dow 
Chemical Co., Midland, Mich., and 
John K. Lee, previously with Gates 
Rubber Co., Denver, to its staff. 
Mr. Royal will work primarily 
with the member relations pro- 
gram. Mr. Lee will serve as secre- 
tary of the radio, television and 
display steering committees. 


A. R. Lerner Opens PR Firm 


Adolph R. Lerner, newspaper 
executive and author, has estab- 
lished United Public Relations 
Service, with headquarters in the 
Hotel Sulgrave, New York. The 
company will emphasize interna- 
tional accounts. 


Increase reader- 
FREE ship of your ads 


i 
with LIP#-like EYE* 
CATCHER p 
by biggest advertisers 
Nothing Uke them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan. Single cunts 
n 


8 
207 E. 37th St., NYC 16. 


te CATALOG COVERS 
te PRESENTATION BINDERS 


te PARTS & INSTRUCTION BOOKS 


Let Us Submit A New Design On Approval Of Your Present 
Catalog Or Sales Manual. No Obligation, Of Course. 


te ACETATE ENVELOPES 
te SALESMAN’S BINDERS 
te PROPOSAL COVERS 
3k SAMPLE BOOKS 


_PRODU 


910 W VAN BUREN ST 


CTS COMPANY _ 


CHICAGO 7, ILL 
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Do More Advertising, 
NNPA Members Told 


(Continued from Page 1) tional advertising were the same 
ers and others at the local level! 4S classified! 
who have been sold on other me- 
dia. s “I would like to see you start 
He related how two years ago promoting the concept of pages and 
an important national advertiser half pages, instead of creeping 
told a newspaper group how pleas- along with lines...My secret am- 
ed he was with the job newspapers bition is to find an advertiser who 
were doing for him. But subse- will let us buy him a full page 
quently he reported that, in a sur- in all 1,773 U. S. daily newspapers, 


NNPA OFFICERS—New officers of the National 


Newspaper Promotion Agn., 


vey, 52% of his dealers chose TV 
as the medium they most wanted 
him to use, 34% wanted radio and 
only 15% urged newspapers. 
There is an important job to be 


done at the local level, he pointed | spends on Tide...I wonder why! .i¢n, month after month, year |their opinions of it. His conclusions |but it has been undergoing pres- 


out. He urged newspapers to co- 
operate in using their own medium 
to stress the importance of news- 


papers to advertisers. Some 875|Mr. Ogilvy said he gets about 20) 


newspapers are now running BofA 
ads each month. Now the bureau 
has enlarged the program to em-| 
brace two ads each month, rather 
than one. 


® The Tuesday morning session on 
advertising promotion, presided 
over by Robert Lampee, general 
advertising manager of the Pitts- 
burgh Post-Gazette, was not with- 
out some amazing testimony to the 
value of newspapers as an adver- 
tising medium. 

J. E. (Doc) Webb, owner of 
Webb’s City, a “drug store” in 
St. Petersburg, Fla., which occu- 
pies five city blocks and which this 
year will do about $22,500,000 vol- 
ume in a trading zone of about 
100,000, reported that he is spend- 
ing “practically 100% of our bud- 
get in newspapers.” The two local 
dailies, he said, jointly share about 
$800,000 in Webb City advertising 
per year, 

Reviewing the growth of his 
business from a first year gross 
of $38,000 in 1930 to its present 
enormous size, Mr. Webb said: 

“I’m sold on newspapers. We've 
tried radio and other things. But 
now practically all our money goes 
into newspapers. We use a little on 
roadside signs, but that’s about 
all.” 


s He declared that Webb City’s) 
policy is to “make every day Sat- 
urday” in his store—to have some- 
thing doing every day to pull in 
customers and to induce action. He 
urged newspapers to do the same— 
to “make every day Sunday’— 
instead of concentrating all the 
special feature material in Sun- 
day papers. He made a strong 
pitch, also, for more local news, | 
and for more newspaper advertis- | 
ing with special localized appeals. 

Ed Burgeson, Bureau of Adver- 
tising, and Moe Reilly, Chicago 
Tribune, showed the presentation, 
“Retail Selling by Plan,” which 
the NNPA committee they headed 
worked up, and which was origin- 
ally shown to the NAEA meeting 
in January. 


8 In the afternoon, David Ogilvy, 
senior v.p. in charge of creative 
work for Hewitt, Ogilvy, Benson | 
& Mather, New York, gave the| 
newspapers a terrific buildup and 
a good deal of barbed criticism. 
“T still have an evangelical faith 
in the electrifying power of full 
pages in newspapers,” he asserted. 
“What I am talking about is the 


} 


overwhelming power of full-page 
ads to get consumers to go out and | 
buy your product...The newspa- | 
per full page is the battleship of 


advertising. Fire-power of 16” guns | the headline, ‘Let’s get the picture Newspaper 


and all turrets—really Big Berth-| 
as. When you fire Big Berthas like} 
that, things happen... | 

“So why don’t you try selling 
space like the magazines sell it— 
by the page? Try promoting your 
space by carload lots. Stop selling 
your national advertising by the | 
ounce or by the line—as if na-| 


every week for 12 inonths. 

“That would cost about $20,000,- 
000 and I think you will agree 
that it would not be without result. 
About what Procter & Gamble 


General Motors doesn’t try it for 
Chevrolet.” 
Turning to newspaper promotion, 


pieces of media direct mail a day, 
although he is not directly con- 
cerned with space buying, and that 
he “hasn’t looked at a single piece 
for the last two years.” Neither do 
the space people in his agency, he 
said. 

“If I were you, I would puil out 
of direct mail. So far as I can see, 
you are wasting your money on 
direct mail to agencies. The only 
people who benefit are the printers 
and the post office.” 


s If he were a promotion manager, 
Mr. Qgilvy said, he would use 
newspapers to advertise news- 
papers to agency men. “About 
70% of all national advertising is 
bought by New York agencies,” 
he asserted. “So run a big, tough 
ad—a Big Bertha—in the New 
York newspapers. It won’t cost you 
more than $6,000 or $7,000 at the 
most, but I can guarantee that it 
will reach damn nearly every space 
buyer and agency executive in 
New York.” 

The content of newspaper pro- 
motion ads in the trade press also 
came in for considerable fire from 
Mr. Ogilvy. “ApvVERTISING AGE of- 
ten carries more than 100 media 
ads in one issue,” he said. “I don’t 
read them all. In fact, I read very 
few, very few indeed. 

“The current issue of Printers’ 
Ink carries 62 ads for newspapers, 
and a sorry lot they are. 


s “There's nothing wrong with 
Printers’ Ink, or ADVERTISING AGE, 
or Tide, or any of the others. They 
are great advertising media. But 
I would have to be very hard up 
for something to do before I would 
read ads like some which you 
gentlemen run in our trade papers. 
Most of them are unspeakably dull. 
Bunts. You don’t even try to hit 
a home run.” 

The current campaign of the 
New York Times, the “what makes 
a newspaper great” series of the 
Minneapolis Star and Tribune, and 
the “tell it to Sweeney” campaign 
of the New York News of a couple 
of decades ago, won his acclaim. 
He added: 

“I think it would pay you to run 
great ads like that. But I think it 
is a shocking waste of your money 
to run routine ads. 


se “A few weeks ago I saw a news- 
paper ad in ADVERTISING AGE 
which stopped me cold. I cut it out, 
and circulated it all through our 
agency. I asked every one of our 
102 people to read it, and remem- 
ber it. 

“That was a 13-page insertion 
sponsored by 12 newspapers under 


straight.’ 

“That was one terrific, unforget- 
table piece of promotion. I would 
like to congratulate Roy Newmyer 
of the Toledo Blade and the others 
who produced that ad. It was an 
absolutely first class job. 

“I want to suggest that other 
newspapers carry on that cam- 


elected at its Louisville convention, May 11-14, get together with Clarence W. 
Harding (left), South Bend Tribune, retiring president and new board member. 
Others are Otto Silha, Minneapolis Star and Tribune, Ist v.p.; Irvin S. Taubkin, 
New York Times, president; Cyrus H. Favor, Utica Daily Press, 2nd v.p., and Frank 


Knight, Cherleston Gazette, 


reelected secretary-treasurer. 


jafter year. I hope you won't let it 
drop. It is too good and too impor- 
tant to drop.” 


. Mr. Ogilvy paid impressive tri- 
| bute to the help he and his agency 
jhave secured from the Bureau of 
Advertising, and then suggested 
further areas of research which 
would be helpful to agencies, in- 
cluding the matter of position, 
more material on Sunday reading 
| habits, etc. 

On the local-national rate differ- 
ential, Mr. Ogilvy asserted that it 
presents “a terrible obstacle” to 
the sales of national newspaper 
advertising. He added that, despite 
the fact that the national advertis- 
er “pays for a first class ticket, 
|when it comes to position he al- 
| ways seems to ride steerage.” 
| He paid his respects to mer- 
|chandising programs by asserting 
that most clients brush off mer- 
chandising aids. “I’d save the 
money you spend on merchandis- 
ing and spend it on promotion 
and advertising,” he said. 
| Newspapers don’t need agencies 
jto handle their own advertising, 
he insisted. “All you need is bigger 
budgets, and greater recognition 
}on the part of your publishers 
| that the promotion manager has 
| got to operate at the policy level.” 


|@ Most of the convention was de- 
| voted to clinic-type programs. The 
first, on ciassified advertising pro- 
motion, was conducted by Joseph 
P. Lynch, Grand Rapids Press, and 
speakers included Howard Parish, 
who conducts a classified adver- 
tising service, and Orville S. 
Wespe, classified advertising man- 
ager of the Louisville Courier- 
Journal. 

The session on circulation pro- 
motion was conducted by Bert 
Stolpe, Des Moines Register and 
|Tribune. Participants included 
|Charles Staab, circulation direc- 
jtor, Cincinnati Enquirer; Barry 
Urdang, Philadelphia Bulletin; and 
| Andrew Hertel, Milwaukee Senti- 
| nel. 

An editorial and public service 
| promotion session was conducted 
by Otto A. Silha, Minneapolis Star 
jand Tribune. Participants included 
Herbert F. Corn, managing editor, 
Washington Star; Felix McKnight, 
managing editor, Dallas News; 
| Robert F. Paine Jr., managing edi- 
tor, Memphis Commercial Appeal; 
James S. Pope, executive editor, 
Louisville Courier-Journal and 
Times; Edwin T. McClanahan, 
Omaha World-Herald; and Robert 
Horsley, Nashville Tennessean. 


® The research session was con- 
ducted by Harry Rosten, research 
manager, New York Times. Parti- 
cipants included M. F. Batterton, 
general manager, Illinois Daily 
Markets; Thomas 
Black, research director, Owen & 
Chappell, New York advertising 
agency; and Court Conlee, promo- 
tion director, Milwaukee Journal. 

Mr. Black reported the results 
of a survey to which he received 
about 25 answers from agency re- 
search directors. He asked their 
uses of newspaper research and 


were that much valid research is 
being done by newspapers, that 
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Karol Hints That 
CBS Radio Rates 
May Be Reduced 


MINNEAPOLIS, May 14—A fair- 
sized hint that the CBS Radio Di- 
vision may be setting the stage for 
further evening time cost reduc- 
tions in the fall was given here 
today by John J. Karol, v.p. in 
charge of sales for the country's 
top-billing AM network. 

Speaking before the Minneapolis 
Advertising Club, Mr. Karol said: 

“For many years, redio has been 
underpriced. At the time, it didn't 
seem to matter very much. Sus- 
taining time periods were infre- 
quent; net profits were good. Radio 
is still delivering more people at 
lower costs than any other medium, 


sures from within and without to 
be still more efficient. 


there is a great deal of interest) 


in it among agency research men, 
and that better and more compe- 
tent research will be eagerly used. 

Mr. Conlee showed the color 
sound film which has been pro- 
duced by the 15 newspapers which 
conduct similar surveys on pro- 
duct use and brand preference. The 
color film, first shown simultane- 
|ously in Louisville and NeW York 
|yesterday, presents highlights of 
the findings, which are now avail- 
jable in printed form in a consoli- 
| dated book described on Page 78 in 


of 
| this issue. 


s At the luncheon yesterday, Ed- 
ward L. Bernays, noted public re- 
lations authority, reported a study 
of newspaper attitudes made 
among newspaper publishers and 
leaders of opinion. He reported 
that both publishers and the opin- 
ion leaders feel that newspapers 
are not living up to the ideals set 
by such leaders as Joseph Pulitzer, 
Adolph Ochs and Thomas Gibson. 

There is widespread criticism 
among both publishers and opinion 
leaders of the fact that newspapers 
show political bias, do not report 
news impartially, have lost much 
of their crusading spirit, and in- 
dulge in sensationalism, Mr. Ber- 
nays reported. 

At the banquet Tuesday night, 
Arthur H. (Red) Motley, publisher 
of Parade, reminded the promotion 
men that newspapers are the only 
truly mass medium. Newspapers 
must consciously continue to ap- 
peal to all the masses, he said. Pro- 
motion should make use of the 
personalities on newspapers, and 
should make a strong appeal to the 
emotions, he emphasized. 


s Silver shovel awards—the Na- 
tional Newspaper Promotion 
Assn.’s highest award to those who 
have done the most to advance the 
cause of newspaper promotion— 
were presented to Moe Reilly, 
Chicago Tribune, and to Clarence 
Harding, South Bend Tribune, the 
association’s retiring president. 
Some 21 Editor & Publisher awards 
in the annual newspaper promo- 


the banquet. 


At the business sessions, Irvin 


elected president. Otto Silha, 
Minneapolis Star and Tribune, was 
named Ist v. p.; Cyrus Favor, 


Utica Daily Press, was elected 2nd 
v. p.; and Frank A. Knight, Ga- 
zette, Charleston, W. Va., was re- 
elected secretary-treasurer. 

New directors include Fred 
Howenstine, Indianapolis Star and 
News; Clifford A. Shaw, Provi- 
dence Journal; Car] R. Hammons, 


Mr. Harding. Jack Butler, Houston 
| Chronicle, was elected chairman of 
the nominating committee, other 
members of which are Joe Lynch, 
Grand Rapids Press, and Ed Temp- 
lin, the Herald-Leader, Lexington, 
| Ky. 
The next annual meeting will 
be held in Detroit. 


S. Taubkin, New York Times, was | 


Los Angeles Herald-Express; and | 


| 


8 “This resulted in ‘deals’—a type 
|of busiviess operation that CBS 
Radio withstood for a long time. In 
|an effort to eliminate this danger- 
ous and demoralizing bargain base- 
}ment practice, we initiated a flat 
|rate reduction last summer. From 
|that time on we have never stopped 
|analyzing our audience delivery 
against our cost. 

“It is and will be a continuing 
practice. As this process continues, 
we may find that the basic pricing 
structure requires further change. 
If we do, we shall make the change 
—up or down. % 

“And whether changes are mai 
or not, our thinking wil! alw 
be within the framework of 
creation of a rate structure that 
equitable—one that will offer 
same prices to all clients and a 
special prices to any client. 

“When this type of business 
lationship between network 
client and agency again is the gel 
erally accepted standard of our i 
dustry, network radio will be 
stronger medium than ever befo 
It will have the complete res 
it has enjoyed in the past and 
will hold the same unparallel 
position among media that it 
enjoyed in the past.” 


8 Mr. Karol told the group that 
emotional approach to media bu 
ing, which tipped the scales hea 
ily in favor of television, is 
ginning to give way to a “m 
basic and realistic appraisal of a 
vertising values.” 

He added that “advertisers and 
agencies are thinking again in 
terms of how many for how much.” 
In short, “they are again thinking 
in terms of network radio.” 


Poynter Sues ‘independent’ 
for Hurting ‘Times’ Good Will 


Nelson Poynter, publisher of the 
St. Petersburg Times, is suing the 
St. Petersburg Independent and its 
former publisher, Ralph Nicholson, 
for $1,000,000. Mr. Poynter claims 
the good will of the Times was 
damaged when the Independent 
claimed in a story that while Mr. 
Poynter openly supported a public 


tion contest were also awarded at | utilities program he was secretly 
| . 


linked with a plot to defeat the 
program. 

The story carried an eight-col- 
umn, front-page headline which 
read: “Socialized Power Plot May 
Snag FPC Rate Slash.” Mr. Poyn- 
ter says the story referred to the 
publisher of a morning newspaper 
| and the Times is the only morning 
paper in St. Petersburg. The Inde- 
pendent has since been bought by 
Roy Thomson, a Canadian pub- 
lisher. 


| Vision’ Elects Two V.P.s 


Robert T. Lund and Dixon Don- 
nelly have been elected v.ps by 
Vision Magazine Inc., New York. 
Mr. Lund was previously eastern 
sales manager for Reader’s Digest 
and manager of that magazine’s 
Brazilian edition. Mr. Donnelly 
heads up Visao, the company’s 
soon-to-be-launched Portuguese 
edition. He makes his headquar- 
ters in Brazil. 
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Milwaukee Men Are Different... 


15-Market Consumer Analysis Stud 
Shows Some Brands’ Wide Leadership 


Mi_wauket, May 14—The 1952 Comparable data are given on 
Consolidated Consumer Analysis buying habits, brand preferences, 
report published by the Milwaukee ownership and product usage in 


Journal reveals this curious pic- 150 product classifications. More 

ture of Milwaukee men than 1,400 brands are listed in the 
They smoke more cigars, and 180-page report 

drink more wine, whisky and beer, 

than men do in 14 other cities # One highlight of the study is that 

where studies are made of con- showing more Milwaukee men 

sumer buying habits (295%) smoke cigars, more 


The Journal's 15 market report 
is a digest of comparable market 


(60.8% ) drink wine, more (63.5%) 
drink whisky and more (88.6%) 


surveys made by newspapers in drink beer than in the other 14 
Milwaukee, Indianapolis, St. Paul, cities. 

Duluth-Superior, Columbus, O., But Columbus has more men 
Omaha, Washington, Salt Lake (76.4%) who smoke cigarets. Port- 
City, Seattle, Spokane, Portland, land, Me. has more cigaret- 
Me., and Fresno, Modesto, Sacra- smoking women (603%) than the 


mento and San Jose, Cal other cities do, but it has the lowest 


a eneeesee eee ees ee fF ea 


ONLY Souuce Hubbard 


GIVES YOU THIS COVERAGE AND 
MERCHANDISING SUPPORT 


IN NORTHERN CALIFORNIA = 


Over 900,000 ABC 
Newspaper Circulation 
(67% coverage) Twice 
Monthly. 


Plus 
Merchandising Support 
by over 2000 Retail 
Food Stores 
WINDOW POSTERS 
RETAIL AD TIE INS 
DISPLAYS 


KITCHEN KUPBOARD 

A Syndicated Newspaper Column and Merchandising 
Service (Copyrighted) 

342 Grant Ave. * San Francisco * YU 2-4866 = 


cisco 


een 
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percentages of men drinking wine 
(34.1%) or beer (34.1% ). Modesto 
has fewest men whisky drinkers 
(25.7%) and fewest women 
smokers (32%). 

| There is much more consistency 
;when it comes to cigaret brand 
| preference among men—in 14 out 
lof 15 markets Camels lead. 
| (Chesterfield is on top in Port- 
land.) The women, however, don't 
seem to agree about brands. In six 
cities they prefer Chesterfields, in 
five they like Camels best, in two 
it’s Lucky Strikes and in one—the 
nation’s capital—they tend toward 
Pall Malls. 


® For some reason, men in Salt 
Lake City are twice as sold on hair 


tonics as men in Columbus. In 
Salt Lake City, 72% of the men 
use them; in Columbus, 36.2%. 


(Vaseline is the favorite in both 
cities.) 

Salt Lake City men 
twice as sold on electric shavers 
as men in Washington—36.2% to 
18.2%. But in the nation’s capital 
53.3% of the men use personal 
deodorants, more than in any other 
market. Least sold on these are 
men in Duluth-Superior, where 
only a third of the men use them. 
Salt Lake City women seem to 
feel less need—perhaps have less 
need—for girdles than women in 
the other markets covered by the 
Journal-type surveys. There, only 
31.7% of women buy the under- 
pinning. In Spokane 79.9% of 
women wear girdles 
Bras are another matter. Use 
ranges from 88.3% in Fresno 
$2.4% in St. Paul 


are 


® Washing machine ownership 
shows several brand leaders. Ben- 
dix is first in 14 markets among 
fully automatic washers. Easy 
washers are easily first, in all 15 
cities, among spinner types. For | 
wringer types Maytag in 12] 
cities. 
Bendix also is the favorite auto- | 
matic clothes dryer, certainly in 
Seattle homes, where 10.2% have | 


it’s 


them. Only 1% have a dryer in 
Portland. 
The soaps and cleanser cate- 


gories also turn up several strong 


leaders. Tide is most used for 
dishes in 11 markets, as it is for 
household laundry. Lux Flakes 


lead in eight markets for washing 
fine fabrics. Spic and Span leads 
in all 15 cities for cleaning painted | 
walls and woodwork or linoleum 
and tile floors. Ajax is leader in 
14 markets among scourers. 


s Other leading brands shown in 
the consolidated report, with the 


The Whole Story 


... those designed with the 

current consumer preference for self-service 
in mind, as these were, give products 

a clear-cut competitive advantage. Two 
from a series recently restyled 
and modernized for Penrose, 
this pair scores high on graphic 
product presentation and 
instantaneous brand iden- 

tity. Lithographed in red and 
black and gold embossed, these 
new labels have measurably 
stimulated Penrose sales. 

More often than not, the labels 
that catch and hold your 

eye these days were... 


No Label Tells but 


porc crn 


4 


Sales Engineered by 


CONSOLIDATED 


Lithographing Lo ‘poration 
MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITU 
Man Ofee' and Pine: Gien Cave Rd Corie 


oles Offices in Philadelphia Chrcago Loustwille and lamp 


number of cities where they are 
first: 


also | 


to | 


DECADE—E. C. Whitehead, retiring president of the Canadian Daily Newspapers 

Assn., presents lan H. Macdonald with watch and citation on his completion of ten 

years as general manager of the association. The association elected Allan Holmes 

of the Evening Reporter, Galt, Ont., President to succeed Mr. Whitehead, and W. A. 

MacDonald of the Edmonton Journal as Ist v.p.; John E. Motz, Kitchener-Waterloo 
Record, 2nd v.p. and W. J. J. Butler treasurer. 


Portland, 3.9%. Oil heats 79.7% of 
Seattle homes, but coal, coke or 
wood heat 62.2% of Spokane 
| homes. 

| Nearly half (47.1%) of Fresno 
| families own a dog. In Milwaukee, 
jonly 19% have one. 

| Copies of the report may be ob- 
| tained from the newspapers that 
|made the separate reports. They 
jare the Columbus Dispatch-Ohio 
State Journal, Duluth Herald & 
News-Tribune, Fresno Bee, In- 
dianapolis Star & News, Milwaukee 
Journal, Modesto Bee, Omaha 
World-Herald, Portland Press 
Herald-Evening Express, Sacra- 
}mento Bee, St. Paul Dispatch and 
| Pioneer Press, Salt Lake City Des- 
eret News, San Jose Mercury- 
News, Seattle Times, Chronicle and 
Spokesman Review, and the Wash- 
ington Star. 


Galloway Named Art Director 
James Galloway, formerly art 
director for Turner Advertising, 
Chicago, has been appointed art 
director of Marthens & Associ- 
ates, Chicago, newly formed agen- 
cy. 
Powell Joins Rippey & Co. 
Robert R. Powell has _ been 
named assistant to the director of 
the motion picture and television 
department of Arthur G. Rippey & 
Co., Denver agency. 


Ad Bureau Elects Execs 


The Bureau of Advertising, 
American Newspaper Publishers 
Assn., has elected members of its 
ten-man executive committee. E. 
Bartlett Barnes of the Press, Bris- 
tol, Conn., is a newly appointed 
member of the committee. Ex-of- 
ficio members are Stuart K. Cham- 
bers, treasurer of the St. Louis 
Post-Dispatch; Joyce A. Swan of 
the Minneapolis Star and Tribune; 
William G. Chandler, Scripps- 
Howard Newspapers; Charles F. 
McCahill, Cleveland News, and Ir- 
win Maier, Milwaukee Journal. 
Reelected to the committee were 
J. O. Adler, New York Times, F. 
M. Flynn, New York News; Rich- 
ard W. Slocum, Philadelphia Bul- 
letin, and J. Hale Steinman, New 
Era and _Intelligencer-Journal, 
Lancaster, Pa. 


Neuser Joins Roy S. Durstine 


Robert A. Neuser has joined the 
executive staff of the New York 
office of Roy S. Durstine Inc. He 
was formerly assistant to the ad- 
vertising manager of Radio Corp. 
of America, Victor home instru- 
ments department. 


Plans ‘Second’ Refrigerator 


Servel Inc., Evansville, Ind., is 
tooling up for production, to start 
this fall, on a new type of refrig- 
erator designed for use as the sec- 
ond refrigerator in the home. 


Scott paper towels 14 
Swanson canned chicker 1! 
Spam canned luncheon meat 15 
Wesson salad, cooking oil 11 
Skippy peanut butter 11 
Crisco shortening 14 
Lipton tea 13 
Nescafe instant coffee 12 
Quaker oats (‘hot cereal) 11 | 
Starlac ‘powdered miik) 15 
Gerber baby cereals 15 
Heinz bottled catsup ll 
Ocean Spray canned 

cranberries 4 
Pillsbury hot roll mix 13 
Gold Meda! ‘regular flour) ll 
Prestone anti-freez« 13 
Goodyear auto tires 14 
Standard gasolines 7 
Maidenform bras 9 
Playtex girdles 6 
Coca-Cola ‘among colas 8 
Canada Dry ginger ale 6 
Paimolive shave cream 

‘regular type) 4 
Palmolive shave cream 

‘brushless type) ll 
Colgate toothpaste 15 
Halo liquid shampoo 13 
Lustre Creme cream shampoo ll 
Kleenex facial tissues 15 
Pond's facial cream 4 
Jergen’s liquid hand lotion 15 
Sani-Flush bowl cleaner 12 
Johnson liquid wax 15 
Johnson paste wax 15 
s Other data show that home 
ownership in these cities ranges 


from 80.3% of Fresno families to 
43.5% in Washington. In San Jose, 


97% of houses are gas heated; in, 


“These clippings LOOK 


Proots of publication from distant papers, reproducing 
the first insertion of a recently shipped mat campaign. 
... "They are better,” agrees the production manager. 
“Mr. Molder made a good point when he asked the 
right to choose the brand of mat, since he was responsible 


for results . . 


mat, so far as I am concerned.” 


CERTIFIED DRY MAT CORPORATION 
9 Rockefeller Plaza Dept. C. New York 20, N. Y. 


For dependable 
stereotyping, rely on 


. . Hereafter, the mat molder chooses his 


much better” 
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Miner Tells Admen 
to Make Sure Ads 
Are Believable 


Cuicaco, May 13—“A great deal 
of the potential that we have ex- 
plored for our publicity clients 
sounds to me as though it can be 
geared to certain types of adver- 
tising,”” William Miner, publicity 
director for Needham, Louis & 
Brorby, told the Chicago Industrial 
Advertisers Assn. yesterday. 

“The man who reads the adver- 
tisements in a trade book is the 
same man who reads the editorial 
content. Editors cater to the read- 
ers’ interests in what they print, of 
course.” 

Mr. Miner also stressed that ads 
should be scrutinized for believ- 
ability. 

“Why not look at the contents of 
an advertisement some time as an 
editor looks at a story,” he coun- 
seled. “He asks such questions as 
these: Is it a new theme? Does it 
tell readers something they want 
to know about? Does it transmit 
this information clearly? Is it 
honestly intriguing, or eye-catch- 
ing, or worth reading? Does it talk 
in human terms, not purely mech-| 
anistic ones? 


e “By adapting methods that 
already are established with edi- 
tors, stage directors, popular 
writers, can’t we do a better job 
of catching the essential drama 
that I am convinced exists in 
American industrial operations? It 
seems to me that we can.” 

Mr. Miner gave CIAA members 
a picture of the possibilities in 
the growing field of industrial pub- 
licity. 

Pointing out that the word 
“news” has broadened in meaning 
since the days when newspapers 
catered chiefly to headlining 
police-blotter items, he urged in- 
dustrialists to publicize more and 
more “the newsfront afforded by 
American industry.” 

However, he added, while “the 
drama is there .. . it is not spelled 


out in ready-made human terms 
on a police blotter.” 


@ “What is missing is an inter- 
preter, for these more involved, 
less obvious types of stories,” he 
said. 

“With care and 
news about industrial 


enthusiasm, 
activities 


Nature + 
unhurried goodness: 


Sehentes * 
wrumats hed shit! 


The best tasting 
whiskie in ages 


SCHENLEY SYMBOL—Harry G. Serlis (left), president of Schenley Distributors, checks 

new hourglass symbol with Dan Goldstein, advertising director, in first of a new 

series of institutional ads which takes consumers through the process of making 

Schenley. Fourteen ads will appeor in 18 months in magazines, plant town news- 

papers, financial and business publications. Batten, Barton, Durstine & Osborn 
is the agency. 


last chance for a favorable audi- 
ence. 

“8. Build honest news or feature- 
appeal into a publicity program 
instead of a fabricated approach.” 


AM Spot Salesmen 
Must Know Agencies 
Better, Gamble Says 


Boston, May 13—The trend to- 
ward more spot sales will force 
radio station salesmen to learn 
more about how agencies function. 

Frederic R. Gamble, president, 
American Assn. of Advertising 
Agencies, explained this view here 
Friday at the annual New England 


can be greatly stepped up in its 
interest value for all those both 
in and out of the particular field 
concerned. It can be made much 
more lucid, more dramatic. 

“Such a process, it seems to me, 
is a necessary and desirable one at 
present, especially with the in- 
creased competition from such 
media as television.” 


@ Mr. Miner gave his listeners 
eight do’s for industrial publicity: 

“l. Have a lot of patience. Give 
such a program plenty of time. 

“2. Entrust direction of it to your 
most imaginative, best informed 
executive. 

“3. Try to steer midway between 
dullness and poor taste, dodging 


both. clinic of Broadcast Music Inc. 
“4. Remember that advance Spot radio sales have at last 
planning is essential. outstripped network sales, Mr. 


“5. Lean over backward in tell- | Gamble said. He thinks this trend 
ing what a new product won’t do, | will continue. Selling spot time, he 
as well as what it will. | implied, requires the salesman to 

“6. Remember that the little| contact more agencies. Also, he 
things in what a company does| said, “the programs you put on 
may be the biggest ones in the} your own stations are going to 
eyes of an editor. carry greater weight in the sale 

“7. Keep in mind that editors| of your station time.” 
have long memories. Deliberately 
fool them once, and that’s your|s# Since radio salesmen will have 
more—and more direct—dealings 


SKILLED AND 
WELL INFORMED 
PERSONNEL ¥ 


*From the 


through sales representatives, 
service men and shop key men, there 
exists a keen understanding of 

engraving reproduction and methods 
plus the printing processes in 


which they will be used. 


Beautiful Color Work « Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


with agencies placing spot busi- 
ness, they must learn more about 


the agencies’ way of doing 
business. Nationally, he said, the 
agency “structure” includes (1) 


the commission system of agency 
compensation; (2) methods of 
agency recognition by which a sta- 
tion can decide which agencies it 
will pay commissions to, and (3) 
“advertising’s financial safeguard, 
the 2% cash discount.” 

The cash discount, Mr. Gamble 
said, “costs nobody anything,” ex- 
cept the slow-paying advertiser. 
It keeps the agency in a sound fi- 
nancial status by warning it of 
clients with shaky credit, he ob- 
served. 


president down 


W. D. Washburn to Leave 
| McCall Corp. on June | 


W. D. Washburn, western man- 
ager of Redbook, will retire from 


burn’s headquarters are in Chi- 
cago. 

| Prior to joining McCall Corp. 
| 17 years ago, Mr. Washburn had 


Co. and Paramount Pictures Corp. 
He is succeeded by Jerry Mitchell 
of the Chicago advertising sales 
staff. 


Hogue Joins Lewin, Williams 
Ann Hogue, formerly divisional 

advertising manager of Macy’s for 

fabrics and accessories, has joined 


the copy staff of Lewin, Williams 


& Saylor, New York. 


McCall Corp. on June 1. Mr. Wash- | 


; | worked for Doubleday, Doran &| 
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Don't Help Laws Restricting Competition, 
FTC Chief Mason Warns Retail Federation 


WASHINGTON, May 14—Federal 
Trade Commissioner Lowell Mason 
told the American Retail Federa- 
tion last night that retailers often 
have themselves to blame when 
they find Washington telling them 
how to run their businesses. 

Commissioner Mason said busi- 
ness men get the government into 
their stores by supporting laws 
which “tend to restrict competi- 
tion.” 

Mr. Mason is an outspoken critic 
of the Robinsin-Patman Act, which 

| requires sellers to treat customers 
}on “proportionately equal terms,” 
but many retail groups favor the 
act and other “protective” legis- 
lation. 


8 The federation also heard Econ- 
omic Stabilization Chief Roger 
Putnam warn that “unwarranted” 
increases in steel prices would cost 
retailers “millions of dollars in lost 
volume.” 


“Consumer resistance to high 
prices already is a major problem 
for some retail lines,” Mr. Put- 
nam declared, “Unnecessary fur- 
ther increases in living costs would 
aggravate what to many of you is 
already a serious situation.” 

The federation elected John G. 
Byler, financial v.p. of W. T. Grant 
Co., New York, chairman of the 
board, succeeding Edwin I. Marks 
of R. H. Macy & Co. The federa- 
tion, which is composed of 54 
stores and national retail groups, 
reelected Rowland G. Jones Jr. as 
president. Mr. Jones has been pres- 
ident since November, 1948. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 
(Now in our 23rd successful year.) 


HEINN ¢ 
lncrease: 


| “/ 


e PLASTIC 
INDEXES 


Heinn 


leaders in 


the extra 


oese- leat’; 


‘7 41 | 


* CATALOG COVERS 


t 

* PRICE and : 
PARTS BOOKS y 
¢ SALES and t 
INSTRUCTION ; 
MANUALS ‘ 


¢ PROPOSAL COVERS 


e The Heinn custom- 
ers represented here 
are top-caliber manu- 
facturers and mer- 
chandisers. 
know the relation of 
custom- 
designed catalogs to 
high-performance, 
low-cost selling. Like 


tries, big-name rub- 
ber companies de- 
pend on Heinn for 


pact of really distinc- 
tive loose-leaf binders 
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THE HEINN COMPANY 
320 W. Florida St., Milwaukee 4, Wis. 


Information, please. 
(0 Price and Parts 


MAIL THIS COUPON TODAY 


(0 Salesmen’s Binders 


| ...at the lowest op- : 
erational cost per unit 
NN per year. 
Hel Originators of the Loose-Leaf System 
vee of Cataloging 


“<<< 4 


[) Catalog Covers 
() Proposal Covers 
[) Easel Presentations 


[ Plastic Tab 


Books [ Sales and Instruction Indexes 
[ Acetate Envelopes Manuals [) Sales-Pacs 
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FTC Orders Book 
Club to Stop Use 
of ‘Free’ in Ads 


(Continued from Page 1) 
the psychological effect created by 
the false use of the word ‘free.’ The 
word ‘free’ is a lure. It is bait. It 
is a powerful magnet that draws 
the best of us against our will ‘to 
get something for nothing.’ 


‘free’ we are of the opinion that 
the sales of books would be con- 
siderably less and that purchasers 
were induced to buy books who 
ordinarily would not have pur- 
chased any. And in many instances 
purchased more books than they 
ordinarily would have purchased 


s “All advertisements are desig- 
nated to excite demand for the 
advertised article and to call atten- 
tion to the particular product,” 
Chairman Mead said. “But when a 
prospective customer is offered 
something ‘free,’ it is not unreason- 
able to assume that the conscious 
or subconscious appeal involved in 
the offer will divert the customer 
from the major inquiry into the 
quality of the article or of com- 
peting articles. The major inquiry 
is thus subordinated, and the pur- 
chaser runs the risk of dissatisfac- 
tion in order to obtain the so-called 
‘free’ article.” 

Chairman Mead saw a resem- 
blance between a lottery and busi- 
word. ness based on false representations 
nae that books are “free.” “Is the draw- 
jing power of the lottery greater 

than the drawing power of the 
word ‘free’?” he asked. “One plays 
the lottery or takes the chance 
| solely in the hope he will get some- 
thing free, or something more than 
{that for which he has paid. There 
is not the slightest difference in the 
| psychological appeal of the two 
| methods.” 


® ‘The astute advertiser well 
knows that once the average mind 
has received the impression con- 
veyed by the meaning of the word 
‘free’ it can never be completely 
eradicated by any other words of 
explanation or contradiction. The 
meaning of ‘free’ remains more or 
less fixed, and that meaning is the 
actual cause of the purchase 

“Without such use of the 


|@ Emphasizing his position, the 
chairman repeated, “Why does the 
|advertiser desire to use the word 
‘free’ or words of similar import 
in the sale and distribution of the 
merchandise even though imme- 
| diately in conjunction therewith 
| the advertiser is ready and willing 
}to explain that to obtain the so- 
jcalled ‘free’ article some other 
|merchandise must be purchased, 
|some action performed, or service 


“I decided to | 
rendered? 


Advertising Age, May 19, 1952 


not gifts or gratuities or without 
cost to the recipient but, on the 
contrary, the prospective member, 
before he is entitled to receive such 
books, must join the Book-of-the- 
Month Club, and assume the obli- 
gation to purchase at least four 
books from the respondent over 
the period of a year, the fulfillment 
of which obligation inures directly 
to the profit of the respondent. 
Additional evidence of the fact 
that such books are not free is the 
fact that if a member does not 
purchase at least four books from 
the respondent within a year of 
application for membership, pay- 
ment for the book theretofore des- 
ignated ‘free’ is thereafter de- 
manded.” 


“The obvious answer is that the Club), New York. 

advertiser desires the benefit of The chairman lists many confus- 
the tremendous market and draw- ing trade names which he tolerates, 
ing power imported by such words. provided they are accompanied 
The advertiser knows the meaning with qualifying phrases. Typical of 
conveyed to the prospective pur- the cases cited was “Good Grape ,” 
chaser and knows that if once the a product which looks like grape 
impression is made in the mind but does not consist of natural 
of the purchaser that such goods juice. The name can be used only 
are free, repeated contradictions when accompanied by the expres- 
thereafter wil] not completely sion “imitation, artificially colored 
eliminate that impression. and flavored.” 


® “Tt is the first impression that is 
of vital concern to the advertiser. 
The opportunity to sell is import- 
ant. The word ‘free’ in advertise- 
ments attracts the eye and the 
mind and causes the reader to read 
advertisements which he otherwise | 
would not. 

“Although the true facts also 
are disclosed in the advertisement, 
the seller has the opportunity to 


sell by the use of a false and mis- . . ; 
leading representation. Such ad- chided his colleagues for going to 


vertisements will induce the pur- | SUCh lengths against an advertising | 
chase of goods that otherwise|Prosram where they fail to find 
would not be purchased. We are substantial evidence of deception. | 
of the opinion that such false ad-|“A Child past the fourth reader 
vertising is unfair to the seller’s|C°Uld understand this plan,” Com- 
competitors as well as to customers | ™issioner Mason said. ; 
and under the statute may consti-| | He pointed out that the commis- | 
tute an unfair method of competi-|S!09 5 attorney agreed the ads de- 
tion as well as an unfair and|S¢Tibed the offer accurately. “Out 
deceptive act and practice in of the millions of satisfied custom- 
commerce.” ers,” he said, “there must be some 
who would testify that the word 
‘free’ misled them. 


@ The difference, according to 
Chairman Mead, is that the quali- 
fying words “eliminate the de- 
ceptive representation and leave 
standing the truthful one. ... In 
lthe present case,” he contended, 
“the other statements do more 
violence to the word ‘free’ than 
|merely qualify it. They contradict 
kg 

Commissioner Lowell Mason 


® The commission dismissed a 
section of the complaint which 
said the term “book dividend,” 
used by the club, also was de- 
ceptive. 

The order was issued within a 
month of a Supreme Court decision 
upholding the commission’s ban on 
the word “free” in a case involving 
Modern Manner Clothes. The order 
itself is based almost verbatim on 
the definition of “free” issued in 
a commission policy statement in 
January, 1948. 

The order says Book-of-the- 
Month must refrain from “using 
the word ‘free’ or any other word 
or words of similar import or 
meaning, in advertising to desig- 
nate or describe any book or other 
merchandise, which is not in truth 
and in fact a gift or gratuity or is 
not given to the recipient thereof 
without requiring the purchase of 
other merchandise or requiring the 
performance of some office inur- 
ing, directly or indirectly, to the 
benefit of the respondent.” 


® At the present time, several of 
the Book-of-the-Month’s competi- 
tors are before FTC for similar 
alleged misuse of the word “free.” 
Cases in various stages of progress 
involve Doubleday & Co., New 
York, and its subsidiary, the Liter- 
ary Guild of America, and Nelson 
Doubleday Inc., Long Island City 
(operator of such clubs as the 
Book League of America, Double- 
day One Dollar Book Club and 


@ “A recess was taken by the pros- 
ecution for four months. During 
the breathing spell the government 
got hold of all the deadbeats who 
owed the book club money. 

“Out of this cull the government 
was able to distill 13 defaulters! 
whose virtuous regard for truth 
and veracity was undoubtedly only 
lexceeded by their financial in- 
Home Book Club). Also, Cadillac | tegrity.” |® Chairman Mead commented, 
Publishing Co. New York, and| The order itself includes a typi-|«There is nothing in the order to 
Walter J. Black, Inc. (the Classics| cal Book-of-the-Month ad, offer-| preyent the club from distributing 
Club and the Detective Book | ing a free copy to new members of | free books or truthfully represent- 


in gas companies who have 
the authority to buy — the 


same men | send my salesmen 


‘CHARLESTON 


. . . because | reach the men 
! 
} 


to contact. It is therefore easy 
for me to coordinate sales and 
advertising programs for the 
most effective results." 


... and because GAS has 
Largest circulation, with92% to | 
individuals in Gas Companies. | ¢ 


More complete coverage of the e 

billion dollar gas utility and ? 

pipeline industry. a) ; d 
‘ 


*k 
SURPLUS CASH! 


THIS S. C. MARKET BUYS PLENTY 
AND HAS PLENTY TO BUY MORE! 


Charleston has more buying 


> 


Circulation Verification is Two- 
Fold. 96.53%, Verified byC.C.A. 
for list accuracy. 93% Verified 
for Readership by independent 
audit. 

b Authoritative editorial coverage 
backed by 26 yeors experience 
features the know-how and why 
of methods and techniques, 
which means high readership 


D More editorial and advertising 
per issue than any other 


spoges income left after sales than any 
Gas industry Publication. 


other county in South Carolina. 

P A circulation increase of 79% 
in 10 yeors has kept poce with 
the growth of the industry 


> Lowest advertising rote per 
thousand circulation, plus com- 
plete industry coverage. 


COMPLETE COVERAGE OF THE CHARLESTON AREA 


John Gunther's “Inside U.S.A.” It! ing the fact... . If the club does 
included a list of books which are | not choose to distribute free books, 
|available as “first choice” for the there are sufficient words in the 
‘enrollee to begin his subscription. English language available to ac- 
curately, vividly and truthfully 
describe the offer to prospective 
customers.” Commissioner Mason 
warned: “If this order stands on 
trial, perhaps the following week 
we shall define ‘good,’ ‘true’ and 
‘beautiful’.”. Commissioners Carson 
“The use by the respondent of and Spingarn concurred with 
the word ‘free’ is false, misleading Chairman Mead. FTC has only four 
and deceptive. In truth and in fact, members at the present. 
the books designated as ‘free’ are Legal terms in this story mean 


|@ The findings of fact say: “The 
|use of the word ‘free’ to describe 
} the enrollment has tremendous ad- 
vertising value in inducing people 
| Lo sign and send in the membership 
coupon. 


Special Event Tie-Ins 
Sometimes Misfire 


for several years now, Calvert 
has used the circus as a 
merchandising device —- with ever 
increasing success. Timely, topical 
displays like this capture the 
excitement of this special season, 
are highly favored by retailers. 
Calvert's latest circus unit features 
real balloons (for motor-less motion) 
and puffs of smoke made of 
light-catching fibre glass. 
Spectacular, successful . . . and proof 
of the point that special events are 
merchandised best with displays.. 


This $65,000,000 surplus is 
waiting for those extra pur- 
chases that mean plus profits. 
New people are adding to the 
purchasing potential every day. 


CHALLENGES 
COMPARISON 


Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 


Mom Office and Plant Glen Love Rd. Carle Place t | 
Soles Offices in Philadelphia, Chicago. Louisville and Tampo 
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mimacss reermpaste 


Ontoraphyl! 
BANISHES BAD BREATH! 
HEALS TENDER GUMS! 


[Fowas-s Vette WOLATO 400 CLAS GOOTH Hl BAY LOBE’ Netamtty — thir ew Deatifriee 


ANOTHER ONE—Dr. Shor’s Products Inc., 
Philadelphia, through Herbert B. Shor 


Advertising, is using space like this 

and radio in Philadelphia now for a 

chlorophyll toothpaste. The advertiser has 

long promoted his dental services in 
Philadelphia. 


the following: 

“Finding of fact’—The formal 
statement by the commission of the 
offense which is found to exist. 

“Order”"—A statement of the 
remedies the company is required 
to undertake. 

“Opinions’—An essay by mem- 
bers of the commission explaining 
how they feel about the case. 


® The Book-of-the-Month Club in 
New York was ready and waiting 
with a statement as the FTC order 
was published. 

“The order will of course be con- 
tested in the court of appeals,” said 
Meredith Wood, president. 

He then charged that the order 
reverses previous FTC stands. He 
said the club has in its files two 
letters, dated May, 1940, and July, 
1947, giving “unqualified approv- 
al” to the club’s use of the word 
“free.” 

He pointed out that the club’s 
advertising has not changed since 
those letters. 


s Mr. Wood then traced carefully 
how the club operates, and how 
the books which are given to sub- 
scribers on joining and on com- 
pleting specified purchases are 
awarded. 

“How can this be explained 
without the use of the word ‘free’ 
or words of similar import?” he 
asked. 

The club’s president pointed to 
the dissent by Lowell Mason as 
evidence that the advertising of 
Book-of-the-Month had not been 
misleading, and added that the 
commissioner’s quote on the prob- 
lem of semantics and the FTC’s 
setting itself up as a lexicographer 
with power to punish those who 
ignore its definitions would be the 
basis of the legal appeal. 


Splits Local, Network Sales 


As a first step toward setting 
up WABD, New York, as an auton- 
omous operation, DuMont Televi- 
sion Network has separated the 
local sales staff from the network 
staff. The former will be super- 
vised by the newly appointed man- 
ager of the owned-and-operated 
station, Richard E. Jones; the lat- 
ter continues under the direction 
of Ted Bergmann, sales director 
of the network. George Monaghan, 
formerly of WOR, New York, was 
appointed to the local staff as a 
sales representative. 


NY Adwomen Elect Miller 
Nadine Miller, director of press 
and public relations of C. E. Hoop- 
er Inc., New York, has been elec- 
ted 1952-53 president of the Ad- 
vertising Women of New York Inc. 
She succeeds Helen Berg, who be- 
comes an ex-officio member of the 
board. Other elected officers are 
Ruth M. Volckmann, Sawyer-Fer-| 
guson-Walker Co., Ist v.p.; Harriet 
Raymond, Celanese Corp. of Amer- 
ica, 2nd v.p.; Mrs. Mary Heeren, 
Douglas Leigh Inc., treasurer. 


Renegotiation Board 
to Give Advertising 
Better Treatment 


(Continued from Page 1) 
ernment assuming only that por- 
tion which the board deems prop- 
erly attributable to the effort of 
the contractor or subcontractor to 
forestall loss of competitive posi- 
tion. Where all competitors are in 
defense work, and none obtains an | 
advantage in the civilian market, | 
the government will not consider | 
advertising costs of any of them. | 


® In the bulletin, the board ex- 
plains that a contractor will be re- 
garded as having engaged in de- 
fense business to the detriment of 
normal commercial business “when 
and to the extent that the volume 
of its normal commercial business 
decreases or is otherwise ad- 
versely affected as a direct result 
of its having accepted renegotiable 
prime contracts or subcontracts. 

“Such a contractor will be re- 
garded as having incurred the risk 
of loss of its competitive position 
in the industry concerned when 
any competitor during the same 
period continues to manufacture 
products which fill the same need 
as that of the contractor.” 


8 The bulletin contains these ex- 
amples where advertising will be 
alloted to ‘defense work: 

1. Contractor of Product X has seriously 
curtailed normal production. Other manu- 
facturers of Product X continue to serve 
the civilian market. 

2. All manufacturers of Product Y are 
diverted to defense business, and civilian 
market isn’t being satisfied. But foreign 
manufacturers are continuing to supply 
the domestic civilian market 

3. Manufacturer of Product Z unable to 
maintain normal production because of 
defense business. Manufacturers of Prod- 
uct Z continue to serve same civilian mar- 
ket, and volume not affected by defense 
effort. 

4. Manufacturer of branded line of high 
quality kitchenware unable to maintain 
previous high standards and special fea- 
tures of its normal product because of 
defense contracts, though producing lower 
quality substitute which paftially meets 
consumer demand. 


Canadian Paper 
Price Hike May 
Boost Ad Rates 


WASHINGTON, May 16—News- 
paper advertising rates and news- 
stand prices appear to be headed 
upward as a result of the $10 boost 
in the ton price of newsprint by 
the Canadian Defense Production 
Ministry. 


The Canadian ministry notified 
price chief Ellis Arnall that the} 
Canadian newsprint price will end 
$126 a ton, New York, effective 
June 15. | 

Increasing paper production | 
costs and the declining value of 
the U. S. dollar make the increase | 
necessary, the Canadians declared. 
They said that the $116 (U. S.)| 
which Americans have been pay- | 
ing per ton of print since July 1,| 
1951, formerly was worth $123.40 | 
Canadian. Today, however, the| 
$116 (U. S.) is only worth $113.50 | 
in Canadian currency, according | 
to the Canadian Defense Produc- 
tion Ministry. | 


® Cranston Williams, general man- | 
ager of the American Newspaper 
Publishers Assn., and George C. 
Biggers, president of the Atlanta | 
Constitution and Journal, issued 
a joint statement on the increase 
this afternoon. 

“This increase,” they declared, 


| @ Rowland P. Campbell, formerly product merchandising manager of 


Last Minute News Flashes 


Rubsam & Hormann to Introduce Crown Lager 

New York, May 16—Rubsam & Hormann Brewing Co. will introduce 
its new Crown premium lager beer in the metropolitan market next 
week with ads of varying sizes in 35 newspapers, 50 outdoor displays, 
and on the Jimmy Powers’ “Powerhouse of Sports” show over WPIX, 
Monday, Wednesday and Friday at 6:45 p.m. Radio,spots are being 
planned for the summer. Sullivan, Stauffer, Colwell & Bayles is the 
agency. 


G. H. P. Cigar Plans Promotion for El Productos 

New York, May 16—G. H. P. Cigar Co. will use 125 newspapers in 
major markets to promote its El Producto cigars. Initial ads of varied 
sizes broke this week in about a dozen markets. Summer radio and fall 
television plans are being prepared. A special Father’s Day promotion | 
will feature new packaging of 25-packs and 50-packs. William H. Wein- 
traub & Co. has the account. 


Bowman Will Direct Jacob Schmidt Brewing Sales 
St. Paut, May 16—A. E. Bowman, formerly head of the Minneapolis | 
City Club Distribution Co., has been named general manager and di- | 
rector of sales for the Jaccb Schmidt Brewing Co. Mr. Bowman re- 
places Tom Hastings, who is leaving to go into business in Arizona. 


Random House Readying ‘Flair’ Annual 

New York, May 16—Random House Inc. will publish the first Flair 
annual in October. The book will be sold through book stores and de- 
partment stores at $10 a copy. Thirty thousand copies will be printed 
and no reprints will be issued. There will be no advertising. Edited by 
Fleur Cowles, the book will be similar in format to the unusual Flair 
magazine, formerly published by Cowles Magazines. 


Ansco Launches Largest Magazine Drive 

New York, May 16— Beginning with the Decoration Day weekend, 
Ansco will launch the biggest magazine and newspaper advertising 
campaign in its history. Color and b&w spreads in Collier's, Life and 
The Saturday Evening Post, timed to precede Decoration Day, Inde- 
pendence Day and Labor Day, spearhead the campaign. Additional ads 
will run in Holiday, Look, Newsweek, Parents’ Magazine, The New 
Yorker and Time plus insertions in 88 newspapers in 49 cities, featur- 
ing Ansco’s three-roll economy pack of “all weather” film. Biow Co. 
is the agency. 


More Chlorophylls Bow: Lever Samples 

New York, May 16—Latest developments on the chlorophyll front in- 
clude the beginning of a sampling operation in key cities by Lever 
Bros. Co. for the 43¢ tube of Chlorodent (trade sources believe the 
sampling will eventually cover most of the country), the marketing 
of a piliow containing chlorophyll by the Hewitt Restfoam division ot 
Hewitt-Robbins Inc., and the quiet introduction, sans advertising, of 
Beech Nut chlorophyll gum in New York (AA, April 21). 


Wrigley to Use CBS Heavily; Other Late News 

e William Wrigley Jr. Co., Chicago, for the third consecutive year will 
carry a summer saturation campaign on CBS. The drive gets under way 
June 3 and calls for 36 half-hour broadcasts of Columbia package 
shows, at a cost of approximately $450,000. Arthur Meyerhotf & Co. 
is the agency, 


e Emmett J. McGill, formerly with the Detroit office of Sawyer-Fer- 
guson-Walker, has been named Detroit manager for Outdoor Life. 


e Country Gentleman is changing its size from 680 lines to the page to 
429 lines. Curtis Publishing Co. has prepared ads to announce the new 
size June 10. 


e Harry G. Willnus, executive v.p. of Intertype Corp., New York, type- 
setting machine manufacturer, has been elected president. He succeeds 
Neal Dow Becker, who becomes board chairman and continues as chief 
executive officer, Paul Appenzellar, retired board chairman, becomes 
chairman of the executive committee. Mr. Willnus has been executive 
v.p. since 1951 and before that was v.p. and secretary for a number otf 
years. Frank Hotfman, v.p., was elected to the additional office of sec- 
retary. 


e Harold Frazee, specialist in marketing drug store products and re- 
cently president of Wiley, Frazee & Davenport, has joined Scheideler, 
Beck & Werner, New York, to head the agency's new drug division. 


e Curtis Publishing Co., Philadelphia, announces two appointments. 
Lloyd E. Partain, former manager of the commercial research division, 
has joined Country Gentleman in the newly created position of farm 
market director. Frank X. Gaughen Jr., previously with General Mills, 
has joined the Cleveland sales staff of Ladies’ Home Journal. 


the Post cereals division, General Foods, has been named advertising 
manager of Andrew Jergens Co., replacing Chester T. Birch, who will 
join Dancer-Fitzgerald-Sample July 1 as a v.p. (AA, April 28). 


e U.S. News & World Report will raise its page rate from $2,640 to 
$2,890, effective Jan. 2, 1953, based on a new circulation guarantee of 
500,000. This is an increase of 942% in rates and 174%% in circula- 
tion. Page costs per thousand will be reduced from $6.21 to $5.78. 


e@ Colgate-Palmolive-Peet Co., Jersey City, has named Street & Finney, 
New York, to handle advertising of Florient aerosol air deodorant. 


® He said that the 
= “e , “shocking and alarming” and has 
means that advertising and cir- | been called Nesasumanine and ttm 
culation rates will have to be in-| proper” by publishers and con- 


gram to C. D. Howe, director of | past 20 years and that the destruc- | 
the Canadian ministry, after meet-/| tion of any more newspapers will | 
ing with Mr. Biggers and Mr. Wil-| hurt more than help the Canadian 
liams. newsprint industry. 

Sen. Fdwin Johnson (D., Colo.) 
said the U. S. might consider re-| 
taliation against the Canadian 
move by boosting the price of sul- 
phur used by the Canadian news- 


increase is 


creased, since they are our sole) gressmen. 

sources of revenue. We are ap-| Mr. Arnall urged the Canadians 

proaching a point of diminishing to reevaluate their decision. He 

returns in both these sources.” pointed out that 749 U. S. news- 
Mr. Arnall sent a 200-word tele- papers have disappeared in the 


print mills in the manufacture of 
newsprint. He added, however, 
that there is nothing Congress can 
do about the “unwarranted” in- 
crease. 
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Liberty Closes Shop; 
McLendon Sails into 
‘Baseball Monopoly’ 


(Continued from Page 1) 
that under no circumstances will 
they choose to let you listen to 
their games are the American 


| League and world champion New 


York Yankees, the National 
League champion New York 
Giants, the Boston Red Sox, the 
St. Louis Cardinals, Pittsburgh 
Pirates and Washington Senators.” 


® He also accused the Justice De- 
partment of moral weakness in 
enforcing monopoly laws. 

“For the first time in American 
history our Justice Department has 
become so morally weak that it 
will not enforce its laws and pro- 
tect its citizens,” he asserted. “As 
a direct result of the U. S. govern- 
ment’s failure to enforce our laws 


against monopoly, the Liberty 
Broadcasting System must suspend 
operations.” 


“You will again be hearing the 
voice of LBS if and when we are 
successful in an attempt to return 
baseball to the people,” he added. 

The 400-station network, which 
began as a sports hookup about 
three years ago and went into 
full-schedule operation Oct. 2, 
1950, filed a $12,000,000 anti-trust 
suit against 13 major league base- 
ball clubs last Feb. 21 (AA, F 
25). Also named in the suit 
the presidents of the two major 
leagues and Baseball Commissioner 
Ford Frick. ; 
a The network claims it w@s 
forced to discontinue its “Game @f 
the Day” broadcasts because the 
13 clubs had denied it access 
their parks—despite the fact th 
Liberty had bid higher for broad- 
cast rights than any other network. 

Last month a federal co 
denied Liberty's petition for a te 
porary injunction to make t 
clubs and Western Union supp 
it with details of the games (A 
April 21). } 

From the beginning, Liberty h 
had difficulties with its basebi 
programming schedule. 

Biggest blow came last Dece 
ber when Falstaff Brewing C@, 
which had been sponsoring t 
network's “Game of the Day” 
about 150 stations, switched 
baseball Mut 
(AA, Dec. 


sponsorship to 
10). 


® Liberty itself was the object of 
a suit when WOPA, Oak Park, IIL, 
an affiliate, claimed that the net- 
work was “violating a three-year 
affiliation contract signed on 
March 14, 1951” when it was an- 
nounced that WCFL, Chicago, 
would carry the White Sox games 
in the Chicago area (AA, March 
3). The station later dropped the 
suit. 

Speculation that Liberty would 
go out of business soon ran high 
when it closed its New York office 
in March, but Mr. McLendon te- 
naciously denied the rumor (AA, 
March 31). 

Another interesting sidelight for 
sports fans is that Charles A. Co- 
miskey II, who joined the network 
last March at a reported $20,000 
a year because of what he called 
meager earnings on his job with 
the Chicago White Sox, is now out 
of a job. 


® In his home in Dallas, Mr. Co- 
miskey revealed that he has no 
“definite plans” at present, but 
that he is leaving for Western 
Springs, Ill., soon. 

His mother, Mrs. Grace Comis- 
key, president of the Sox club, 
has said that his job as v.p. would 
remain open. » 


Ad Group Opens to Women 

The Assn. of Advertising Men, 
New York, has opened its member- 
ship for the first time to women 
in advertising or allied fields. 
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Publicists, Business Men Disagree 
on Methods of Economic Education 


Cuicaco, May 14—Public rela- 
tions must help business present 
its employes and the public with 
a true picture of the American 
economic way of life 
This sentiment was echoed by 


B 


| WE BROKE 
~ ALL 

RECORDS 

IN 1951 


for 

NATIONAL ADVERTISING 
LINEAGE 

Year after year, more NATIONAL AD- 

VERTISERS are adding THE BAYONNE 

TIMES to their Newspaper Schedule 

. word is getting around that-— 
“BAYONNE CANNOT BE SOLD 

FROM THE OUTSIDE” 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


speaker after speaker at the one- 
day Institute for Economic Educa- 
tion co-sponsored by the Public 
Relations Society of America and 
the Medill School of Journalism of 
Northwestern University. The con- 
ferees met in Thorne Hall on the 
Chicago campus. 

During the morning session, E. T.| 
McSwain, dean of Northwestern’s | 
school of education, told the as-| 
sembled publicists and business 
men that the job of economic edu- 
cation by industry should be kept 
“free of any advertising.” 

He said that industrialists should 
work in groups, through associa- 
tions or through special commis- 
sions rather than as individual 
companies 


@ However, Mr. McSwain was con- 
tradicted by John Burger, director 
of educational services for Gener- 
al Mills, who asserted that this 
would take away from companies 
the principle of individual initia- 
tive and individual company pride. 

Mr. Burger earlier had described 
a visual-aid program his company 
has been conducting in elementary 
schools } 

Public relations men in the au-| 
dience spoke up to lay the blame! 


t 


ee ee he 


L. 


JUMPY—Although they stood still long enough to have their picture taken, the three- 
foot letters in “activated” on this Shell Oil Co. outdoor poster are in constant mo- 
tion. A motor-driven crankshaft behind the sign makes them go. Small signs on the perl. superintendents should be 


same principle have been used in 


service station window displays. 


for present economic ignorance at 
the feet of education 

John Beaumont, director of edu- 
cation service for the department 
of Public Instruction in Illinois, 
countered by blaming business 
men for the lack of proper econom- 
ic education in the schools. He 
called upon business men to give 
aid through in-service and pre- 
service programs to help train 
teachers about current economic 
developments and programs. 


8 In the afternoon Walter Barlow, 


—— 
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| “CONCENTRATED Stupy’ 


Advertising Age be sent to my home. 
This was done so that it could be given 
more “concentrated reading.” Each issue 
contains such a large volume of valuable 
information and late news that a hurried 


office scanning does not permit a full 


a ee 


my subscription to 


HERSHEL E. HINMAN 
Erwin, Wasey & Company, Inc. 
New York 


coverage of this material. 


“As it is important for me to keep up with the latest 
developments in the graphic arts field, I even study your 
advertisers’ ads for possible innovations. And where can this be done 
better than in the home away from interruptions.” 
If you are an “office scanner” of Advertising Age, you can't 
possibly give it the “concentrated reading” it deserves. The wise way, 
popular with so many of our subscribers, is to have a personal subscription 
to AA sent to your home. The coupon below will bring it to you, plus, 
| FREE, a copy of TV & AM DIGEST of 1951, a handbook on 
what happened in broadcasting last year and what may happen in 1952. 


| 


C0 My check for $3 is enclosed. [) Bill me later. 


ae | 

| Advertising Age 
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| Please enter my l-year subscription to Advertising Age and mail it to 
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v.p. of Opinion Research Corp., 
Princeton, N. J.; Wade Fetzer Jr., 
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relationships and understanding 
with the people in the communities 
in which GE has plants. 

The program attempts to show 
people how an American business 
operates. 

Mr. Bennett said that programs 
of this kind are important because 
freedom “is being encroached upon 
by high government officials piece- 
meal, and the shadow of socialism 
is falling upon us.” 


s He outlined four ways in which 
industrialists can push a program 
of education. These are: (1) all 
employes must be made to under- 
stand that they are getting a square 
deal; (2) industrialists should 
make sure that the clergy and 
teachers in the community under- 
stand business and that employes 
|are getting a square deal; (3) 


urged to invite representatives of 
industry into the schools to explain 
American business, and (4) speak- 
ers from industrial plants should 


president of W. A. Alexander Co.,| be ready to speak before clubs on 


and Howard W. Bennett, manager | Americanism. Mr. 
|tioned that the speakers should 


of economic training for General 


Bennett cau- 


Electric Co., formed a panel to de-| avoid suggesting that our system 
scribe some positive steps taken | is perfect. 


toward economic education. 

Mr. Barlow reported that com- 
pany stockholders generally favor 
economic education programs for 
the public and almost unanimously 
support such programs for em- 
ployes. 

“It is an established» fact that 
such programs do good,” he said. 
“The question now is how to in- 
crease the effectiveness of such 
ventures.” 

Mr. Fetzer urged big business to 
start teaching its younger super- 
visory employes about American 
economics and the principles of 
freedom. He warned that the time 
is short and that “the avalanche 
of socialism” is about to descend 
on us. 


® Young people, he said, are the 
ones who are going to have to fight 
this battle. 

“Give them the ball, the ball 
field, and let’s get the game start- 
ed,” he declared. 

Mr. Bennett described his com- 
pany’s program to educate em- 
ployes. The objectives of the pro- 
gram are, he said, (1) to enlarge 
the channel of credibility between 
management and labor, (2) to en- 
large the channel of communica- 
tion between labor and manage- 
ment and (3) to establish closer 


| “No system is perfect,” he said. 


“But it can always be improved.” 


® The conference was concluded 
by an address from Ed Lipscomb, 
president of PRSA and director of 
;public relations for the National 
| Cotton Council of America, Mem- 
| phis. 
| Mr. Lipscomb warned that 
America was never so close to dic- 
tatorship in the forms of “Fabian- 
ism, socialism or welfarestatism” 
as it is today. He pointed to the re- 
cent seizure of the steel industry as 
a warning sign of how we can lose 
freedom. 
Mr. Lipscomb concluded by call- 
ing on business leaders at the con- 
| ference to use their opinion-mold- 
ing facilities to place the facts be- 
fore the public. 


Names Frederick-Clinton 


Frank Bownes Co., division of 
Unexcelled Chemical Corp., Chel- 
sea, Mass., paint manufacturer, 
has named Frederick-Clinton, New 
York, to direct its advertising. 
Newspapers, radio and television 
will be used to promote the 11 
New England company-owned re- 
tail stores. The same media plus 
magazines, direct mail and dis- 
plays are planned for the promo- 
tion of its Modene paint line dis- 
tributed on the East Coast. 
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Motion Picture Editing 
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YAKOV LEFF 
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Advertising Age, May 19, 1952 


INTERNATIONAL ADVERTISING CONVENTION—Just prior to the luncheon session ot the Fourth Inter- 

Advertising Age’s photographer caught some of the 

guests taking a breather. Left to right are George V. Barnes, export advertising manager, Bristol-tAyers 

Co.; Shirley F. Woodell, J. Walter Thompson Co.; Paul R. Kruming, president, National Export Advertis- 

ing Service; Vergil D. Reed, essociate director of research, J. Walter Thompson Co., and Arch Beyea, v.p., 
. 


national Advertising Convention (AA, May 12), 


Robert Otto & Co. Seated around a table are James lL. Gilbert, executive v.p., Export Advertising Assn.; 
Joshuo B. Powers, president, Joshua B. Powers Inc., and William S. Swingle, president, National Foreign 
Trade Council. On their feet at right are Allan M. Wilson, v.p., Advertising Council; convention chairman 
Jere Patterson, promotion menager of Life International; Charles F. Rork, EAA president ond export soles 


eT} 


manager of Electric Auto-lute Co., and D 


Pp t, Philco International Corp. 


Quaker Plans Ad Contest in the South 


Cuicaco, May 14—Quaker Oats 
Co. will promote its two brands 
of corn meal via “Name _ the 
Snack” contests to be run in 11 
southern states next month. 

The greatest number of prizes 
will be handed out in the dealer 
contest. Southern grocers will be 
able to compete for 54 prizes by 
simply submitting pictures of dis- 
plays used to promote the con- 
sumer contest. 

Top prize in the grocer contest 
is a 1952 Nash Rambler. Three 
second prizes are Admiral refrig-| 
erators and 50 runner-ups will get 
Argus “75” cameras. 

In the consumer competition, 
contestants will have to think up 
names for the snack which will be 
featured in Quaker and Aunt Jem- 
ima corn meal advertising. No box 
wrapper is needed to enter. 


® During June three “Name the 
Snack” contests will be held, each 
running 10 days. Winners in each 
contest will get a Nash Rambler, 
second prizes will be Admiral re- 
frigerators and third-place win- 
ners will receive Argus cameras. 

Advertising backing the contest 
will include comics section ads in 
22 newspapers, spot announce- 
ments—22-a-week on 56 radio sta- 
tions—and outdoor posters in 21 
markets. 


Tie-in promotion also is planned 
by Nash, Admiral and Argus. 

The campaign will cover South 
Carolina, North Carolina, Georgia, 
Florida, Alabama, Louisiana, Mis- 
sissippi, Arkansas, Texas, Okla-| 
homa and Tennessee. 
| Needham, Louis & Brorby is the 


| agency. 


AMA Will Discuss Problem 
|of Developing Executives 

The American Management 
| Assn. will hold a two-day session 
| May 27-28 at the Hotel Astor, New 
York, on developing skilled ad-| 
ministrators and executives, which 
reportedly is becoming a major 


About 500 personnel executives 
and industrial relations people are | 
expected to attend. 

The best soiution of the problem, 
according to the association, is to 
develop employes already work- 
ing for business organizations, 
through careful planning in their 
training and supervision. 


Set Los Angeles Ad Workshop 


The second Los Angeles Adver- 
tising Workshop for Teachers 
will be held July 14-25. The work- 
shop is sponsored by the Los An- 
geles Board of Education, the Los 
Angeles Advertising Women, the 
Advertising Club of Los Angeles 
and the Hollywood Advertising 


Club. 


problem for business management. | 


7th Kalamazoo Study 
of Appliance Sales 
Shows End of Boom 


Cuicaco, May 13—The postwar 
boom in appliances has ended. But 
| long-range prospects are good. 

This is the conclusion reached by 
Electrical Dealer in its seventh an- | 
nual market study of a “typical” 
U. S. trading area—Kalamazoo 
County, Mich. | 

The situation is markedly differ- 
ent from last year. At that time, the | 
| publication reported Kalamazoo) 
| dealers were “too busy taking care | 
| of today’s sales and unbalanced in- | 
|ventories to borrow additional 
trouble from tomorrow's uncer- 
tainties.” 


|@ Now, after a severe drop in ap- 
pliance sales, the future becomes 
very important, The dealers have 
these figures to mull over: 

During the first quarter of 1952, 
unit sales of refrigerators, washers 
and ranges were off 24%; sales of 
TV sets during this period were 
down almost 50% from the first 
quarter of 1951; in 1951, the aver- 
age Kalamazoo family spent less 
on major appliances than it had 
since 1946. 

Even in comparison with the first 
quarter of 1950, “generally consid- 
ered a normal period,” sales of re- 
frigerators, washers and ranges are 


down 12% this year. 


@ Despite this black picture, Elec- 
trical Dealer editors see hope for 
the future in the so-called “growth” 
appliances—automatic washers, 
clothes dryers and home freezers. 
They predict that these items will 
eventually “create a new sales 
boom for the appliance industry.” 

These three “growth” appliances 
either held their own or increased 
sales during 1951. In the past three 
years their sales have grown tre- 
mendously and the following is 
Electrical Dealer’s projection of fu- 
ture unit sales in Kalamazoo Coun- 
ty: 


... It's VERY easy to find — with quality second to 


none, whether it's black-and-white or color process 


you're after. Just write, or 
full information NOW! 


<Flnson Print 


EAU CL 


2219 Galloway = 


phone or wire collect for 


Cc 
Phone 6127 


AIRE, WISCONSIN 


| then, is: 


WHERE??? | 


}modern refrigerators.” 


Kalamazoo County today—about 
the same number as last year. In- 
ventories this year are normal. 


Remington Names Bobley Co. 


Bobley Co., New York, has been 
appointed to handle advertising 


for Remington Records Inc., New 
York. Magazines, campus news- 
papers, spot radio and TV will be 
used in a major campaign to push 
“three masterwork recordings for 
the price of one.” This account for- 
merly was handled by Moore & 
Co., Greenwich, Conn. 


“KWKH 


jacks sales 


of 


Says HAROLD W. HARGROVE 


Sales Manager, Jax Division, Shreveport Beverage Agency 
LARGE LOUISIANA BEER DISTRIBUTOR 


_ 
n July, 1949, the Fitzgerald Advertising Agency 
of New Orleans launched a radio campaign for 


Jax Beer” 


Few beer distributors in America can boast 
as pretty a sales curve as Jax Beer has racked 
up in the big Louisiana-Arkansas-Texas area, 
primarily through KWKH advertising. Here’s 
how Mr. Harold W. Hargrove recently put it: 


Jax Beer over KWKH. Our Jax sales increased 
approximately 30% during the first year this cam- 
paign was on the air and have continued to climb 
steadily since that time. We are confident that 
KWKH has been the greatest single factor in 
building demand for this product and we feel that 
the ‘Jax World of Sports’ and the ‘Louisiana 


Hayride’ are doing a grand job for Jax. 


(Signed) Harold W. Hargrove 


1951 1954 
Automatic washers . 1,143 1,800 
Automatic clothes dryers 837 1,700 
Home freezers . 159 1,050 


The study's advice to dealers, 

“If there is to be another boom 
just around the corner, dealers will 
find it by promoting new appli- 
ances without reducing their ef- 


daytime, in 

227,701 or 75.0% 

listeners” 

112 Louisiana, 
lahoma 


KWKH DAYTIME BMB MAP 
Study No. 2—Spring 1949 
KWKH's Ry 5 « BMB circulation is 303,230 families, 
7 Louisiana, Arkansas and Texas counties. 


. (Nighttime BMB Map shows 268,590 families in 
Mississippi 


of these families are “average daily 


Texas, New Mexice, 


forts to sell television sets and | 


® “Kalamazoo Study VII” found! 


that trade-in sales “accelerated by 
leaps and bounds” during 1951. 


In 
the refrigerator field, for example, 
39% of all new units sold involved 
a trade-in. This compares with 


| 23% in 1950 and 21% in 1949. 


The specialty appliance-TV deal- 
er increased his share of the mar- 


|ket from 51% to 60% in 1951. A 


major factor here is that the non- 
specialty dealer (furniture stores, 
chain stores, etc.) cannot accept 
as many trade-ins because he is not 
as well equipped to recondition and 
resell the used boxes. 

There are 71 appliance dealers in 


KWK 


SHREVEPORT LOUISIANA 
50,000 Watts * CBS Radio 


A Shreveport Times Station 


The Branham Company, Representatives 
Henry Clay, General Manager 
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THIRD.__ANNUAL 


Chicago Tribune Forum 


n Distribution and Advertisin 
‘** May 20 and 21::: 


W-G-N AUDIENCE STUDIO... 445 N. 


For the third year, the Chicago Tribune will be host to leaders 
of business and industry who will convene on May 20 and 21 in 
three forum sessions to be devoted to exploring new ways and 
means of distributing goods with greater efficiency and econ- 
omy. Each session will be concerned with an area of special in- 


terest created by today’s changing conditions. The first part of 


TUESDAY, MAY 20, 2 P.M.—AREA 1 


How the marketing revolution is affecting du- 
rable goods selling and advertising. 


The moderator: 
Reginald Clough 
Editor 
Tide Magazine 


Opening address by A. M.S 

W. A. Blees Asst. to Gen Mer., Maj. 
Vice President Appl. Div. General Elec. Co 
Aveo Mtg. Corp. 


L. W. Stratton Robert 1. Sampson 
Divisional Vice President Exec. Vice President 
Wiebdoidt Stores, inc The Sampson Co 


Otis L. Waller 
Vice President 
Western Ave. Sales, Inc. 


Theodore Weldon 
Vice President Vice Pres. & Gen 


C. F. Parsons 
Manager 


J. Waiter Thompson Co. Zenith Radio Distrdg. Corp. 


The launching of self-service in food stores touched 
off a marketing revolution which portends radical 
changes in the character and outlook of all retail- 
ing outlets. With special attention to appliances, 
electronics and automotive products, Area I will 
focus attention on the trend to customer self-se- 
lection and self-service in durable goods market- 
ing, the growth of outlying shopping centers in 
line with population shifts to suburban areas, the 
impact of chain stores on buying, the “scrambled” 
merchandising resulting from the penetration of 
specialty stores into new fields, the importance of 
pre-selling brands, and the effect of a buyers’ mar- 
ket on all these factors. 


SAAS eeeeeeeeeeee Ceeeeee 


WEDNESDAY, MAY 21, 9:30 A.M.—AREA II 


How current trends in non-durable goods selling 
make brand names increasingly important. 


rg 


Opening oddress by The moderator: W. S. Shafer 
J. Sidney Johnson Sidney R. Bernstein Vice President 
Director of Trade Relations Editor Armour & Co. 


Mational Biscuit Co. Advertising Age 


Robert F. Elrick 
ent 


- 
Meyer Kestnbaum 
Presid: President 
Elrick, Lavidge & Co. 


esid 
Hart Schafiner & Marx 


a 
George L. Clements 
esi 
Jewel Tea Co, Inc. 


bor 
: | 


— 
David Mayer, Jr. 


President 
Maunce | Rothschild & Co 


C. R. Orchard, District 
Drug Sales Mer. Midw Reg 
McKesson & Robbins, inc 


Melvin Brorby 
Vice President. Needham 
Lows & Brorby. Inc 


Area II will be devoted to the problems develop- 
ing in the non-durable goods fields, with special 
emphasis on foods, drugs and apparel. Attention 
will be given to the growing power of the super- 
market, the competition of house brands, the 
value of merchandising deals, and kindred sub- 
jects which are assuming increasing importance in 
sales work and in the distribution of advertising 
funds. Discussion of these forces and trends will 
help clarify thinking and establish valid conclu- 
sions which can be widely used to secure greater 
results from selling and advertising. 


MICHIGAN AVE. ... CHICAGO, ILLINOIS 


each session will be devoted to prepared statements by panel 
members composed of executives in manufacturing, retailing 
and advertising agency fields. The second part will be a panel 
discussion in question-and-answer form with panel members 
and audience participating. The moderator of each panel will 


be the editor of a leading advertising trade publication. 


WEDNESDAY, MAY 21, 2 P.M.—AREA III 


How greater ingenuity in the use of the social 
sciences can help advertising sell more goods. 


Opening address by 
Milton H. Biow 


President 
The Biow Co., inc 


The moderator Edward |. Bernays 
Cc. B. Larrabee Pubhc Relations Counsel 


President 
Printers’ ink Magazine 


Edward H. Weiss Dr. Burleigh Gardner Fred K. Leisch 
President xecutive Director Exec. Vice President 
Weiss & Geller, inc. Soctal Research, inc. A. C. Nielsen Co. 


ee, 


>. 3 
’ f hn 
Robert J. Koretz Budd Gore Sidney A. Wells 
Vice Presi Advertising Manager Vice President 


dent 
Foote. Cone & Reiding Marshall Field & Co McCann-Enickson Inc 


Area III will examine the contributions which 
application of the principles of psychology and 
sociology can make toward more effective adver- 
using. The motivations of consumers and how a 
knowledge of them can be utilized to increase 
sales and to reduce buying resistance will be 
explored. Important characteristics of people as 
social and income groups and as markets will be 
analyzed. Discussions will be aimed to produce a 
better understanding of emotional and social drives 
and of techniques to channel them effectively. 


‘CHICAGO TRIBUNE 
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